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ABSTRACT
The g e n e ra l  purpose o f t h i s  s tu d y  was to  i n v e s t i g a t e  th e  e f f e c t i v e ­
n ess  o f  making com parisons in  a d v e r t i s i n g .  Based on a l i t e r a t u r e  re v ie w , 
a communication model was developed .
Using t h i s  model, th e  s t u d y 's  hypo theses  were fo rm u la ted .  In  
g e n e r a l ,  they  were o f  two ty p es :  ( l )  w i th  com parative  a d s ,  r e c a l l  i s
g r e a te r j  p e rc e iv e d  ad in fo rm a t iv e n e s s ,  b e l i e v a b i l i t y ,  i n t e r e s t ,  u s e f u l ­
n e s s ,  and in o f f e n s iv e n e s s  a re  h ig h e r ;  p lu s  p e rc e iv e d  p ro d u c t  q u a l i t y ,  
c o m p e t i t iv e  p o s i t i o n ,  f u tu r e  p u rchase  c o n s id e r a t io n s ,  and sponsor t r u s t ­
w o r th in e s s  a re  h ig h e r ,  than  w ith  non-com para tive  ads; and (2) th e  compara­
t i v e  ad re sp o n ses  — given  in  ( l )  — a re  p o s i t i v e l y  r e l a t e d  to  c l a s s i f i ­
c a t i o n  v a r i a b l e s  which in c lu d e  l e v e l  o f  e d u ca t io n ;  s e l f - c o n f id e n c e ;  
in fo rm a t io n  seek ing ; o p in ion  le a d e r s h ip ;  p e rc e iv e d  t r u s t w o r t h i n e s s ,  
in fo rm a t iv e n e s s ,  and u s e f u ln e s s  o f  a d v e r t i s i n g ;  p ro d u c t  i n t e r e s t ;  n e a r ­
n e ss  to  p u rchase ; and brand  p r e f e r e n c e .  And, th ey  a re  n e g a t i v e ly  r e l a t e d  
to  p r i c e  c o n sc io u sn e s s .
A p o s t t e s t - o n l y  c o n t r o l  group methodology was developed . I n t e r ­
views were conducted  on a d o o r- to -d o o r  b a s i s  to  randomly s e l e c t e d  house­
h o ld s .  Each in te rv ie w  c o n s i s te d  o f  a s e l f - a d m in i s t e r e d ,  t h r e e - p a r t  
q u e s t io n n a i r e .  In  th e  f i r s t  p a r t ,  re sp o n d en ts  r a t e d  them selves  on e ig h t  
p sychograph ic  m easures and t h e i r  p e rc e p t io n  o f  a d v e r t i s i n g  on th r e e  
b a s e s .  The second p a r t  c o n s i s te d  o f  s u b je c t s  v iew ing  one o f  s i x  p o r t ­
f o l i o s .  Each p o r t f o l i o  c o n ta in ed  t h r e e  common f i l l e r  ads p lu s  e i t h e r
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a com parative  o r  non-com para tive  ad f o r  e i t h e r  a d ishw asher ,  h a i r  s t y l e r ,  
o r  microwave oven. P a r t  t h r e e  o f  th e  q u e s t io n n a i r e  c o n s i s te d  o f c o l l e c t ­
ing  re sp o n se s  to  th e  t re a tm e n t  ad as w e l l  as  one o f  th e  f i l l e r  a d s ,  p lu s  
th e  r e s p o n d e n t 's  dem ographics. — The f i n a l  sample s i z e  was 419.
In  an a ly z in g  th e  d a ta ,  th e  two groups w i th in  two o f  th e  p ro d u c t  
c a t e g o r i e s  were found to  d i f f e r  s i g n i f i c a n t l y  on a number o f  common b a s e s .  
S p e c i f i c a l l y ,  th e  non-com para tive  h a i r  s t y l e r  group and th e  com parative  
microwave oven group were found to  be more p r i c e  c o n sc io u s ,  more in fo rm a­
t i o n  seek in g ,  p e rc e iv in g  a d v e r t i s i n g  in  g e n e ra l  more f a v o ra b ly ,  hav ing  
more p ro d u c t  i n t e r e s t ,  and b e in g  n e a r e r  to  p u rc h a s in g  w i th in  t h e i r  
r e s p e c t iv e  p ro d u c t  c a t e g o r i e s .  This s e t  o f  common v a r i a b l e s  was a s s o c i ­
a te d  w i th  h ig h e r  ad r a t i n g s  by th e s e  two g roups .
I n  a l l  t h r e e  p ro d u c t  c a t e g o r i e s ,  p o s i t i v e  c o r r e l a t i o n s  between 
ad r a t i n g s  and p ro d u c t  i n t e r e s t ,  n e a rn e s s  to  p u rc h a se ,  sponsor p r e f e r ­
ence , and th e  t h r e e  a d v e r t i s i n g  p e rc e p t io n  measures were found, w h ile  
p r i c e  co n sc io u sn ess  was n o t  h ig h ly  c o r r e l a t e d ,  and in fo rm a t io n  seek ing  
was more n e g a t iv e ly  c o r r e l a t e d .  — This  n e g a t iv e  c o r r e l a t i o n  appeared 
to  be th e  r e s u l t  o f  th e  wording of the  m easures used  in  de term in ing  
in fo rm a t io n  see k in g .
I n  th e  d ishw asher c a te g o r y ,  the  on ly  c a te g o ry  w i th  s im i la r  g ro u p s ,  
the  com parative  group r a t e d  t h e i r  ad h ig h e r  on e i g h t  o f  te n  b a se s .
Though t r a d i t i o n a l  l e v e l s  o f  s ig n i f i c a n c e  were n o t  m et,  th e  d i r e c t i o n  o f  
th e  d a ta  in d ic a te d  com para tives  can be more e f f e c t i v e .  This  i n d i c a t io n  
was su p p o rted  in  th e  com parative  microwave oven group, in  which th e  
com parative  ad was r a t e d  s i g n i f i c a n t l y  h ig h e r  on fo u r  b a s e s ,  w h ile  in  
th e  non-com para tive  h a i r  s t y l e r  group, th e  non-com para tive  ad was r a t e d  
s i g n i f i c a n t l y  h ig h e r  on on ly  two b a se s .
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Brand and c la im  r e c a l l  were found n o t  to  d i f f e r  s i g n i f i c a n t l y  by 
ad ty p e  a c ro ss  a l l  th r e e  p ro d u c t  c a te g o r ie s *
From th e  d a ta  a n a l y s i s ,  i t  was concluded  t h a t  com para tive  ads can 
be more e f f e c t i v e  under c e r t a i n  c ircum stances*  In  p a r t i c u l a r ,  when some 
p ro d u c t  i n t e r e s t  e x i s t s ;  more in fo rm a t iv e  ads a re  used; and when consum­
e r s  depend l e s s  on p e r s o n a l  so u rces  o f  in fo rm a t io n  and have g e n e r a l ly  
p o s i t i v e  p e rc e p t io n s  o f  a d v e r t i s i n g ,  th en  com para tives  can be e f f e c t i v e . . 
I t  was a lso  concluded  t h a t  com parative  ads can be r e l a t i v e l y  more e f f e c ­
t i v e  w i th  consumers who a re  in  th e  l a t t e r  s ta g e s  o f  Lavidge and S t e i n e r ' s  
h ie r a rc h y  of e f f e c t s  m odel. — Since b rand  r e c a l l  was so h ig h ,  th e  
r e s p o n d en ts  i n  t h i s  s tudy co u ld  n o t  have been a t  th e  e a r l i e r  s ta g e s  of 
th e  m odel, t h u s ,  no c o n c lu s io n s  re g a rd in g  th e s e  s ta g e s  were made.
F i n a l l y ,  a number o f  f u tu r e  r e s e a rc h  g u id e l in e s  were a lso  in c lu d e d  
in  th e  s tu d y .
x
CHAPTER I
COMPARATIVE ADVERTISING: INTRODUCTION AND LITERATURE REVIEW
In  th e  l a s t  d ecade , th e r e  has been a r a t h e r  d r a s t i c  in c r e a s e  in  
the  number of a d v e r t ise m e n ts  which name and make com parisons between a 
co m p e t i to r* s  p roduct and th e  s p o n s o r 's  p ro d u c t .
The naming o f a com p eti to r  and even th e  making of a comparison 
w ith  a competing p ro d u c t  i s  no t a new te ch n iq u e  in  th e  a r e a  o f  p e rso n a l  
s e l l i n g .  B u t,  i t  i s  a r e l a t i v e l y  new te ch n iq u e  f o r  a d v e r t i s i n g .
Due to  i t s  somewhat in f a n t  s t a g e ,  l i t t l e  has been w r i t t e n  concern­
ing  t h i s  te c h n iq u e .  Most o f  the  w r i t i n g s  to  d a te  have been more "news" 
o r i e n te d  th an  i n v e s t i g a t i v e .  C onsequently , the  g e n e ra l  pu rpose  of t h i s  
s tudy  was to  i n v e s t i g a t e  th e  use o f  making comparisons in  a d v e r t i s i n g ,  
which i s  more commonly c a l l e d  "com para tive  a d v e r t i s i n g . "
The purpose o f  t h i s  c h ap te r  i s  t o  p re s e n t  a g e n e ra l  su rvey  of th e  
l i t e r a t u r e  r e l a t e d  to  com parative  a d v e r t i s i n g .  B a s ic a l ly ,  th e  l i t e r a ­
tu r e  can be c a te g o r iz e d  acco rd in g  to  two p e r s p e c t iv e s  - -  h i s t o r i c a l  and 
c o n s id e r a t io n s  fo r  u sa g e .  Before examining th e se  two p e r s p e c t i v e s ,  a 
d e f i n i t i o n  o f  com parative  a d v e r t i s i n g  i s  g iven .
D e f in i t io n  o f  Comparative A d v e r t is in g
For th e  purposes o f  t h i s  s tu d y , th e  d e f i n i t i o n  o f  com parative  
a d v e r t i s i n g ,  as  given by W ilkie and F a r r i s ,  was a d o p te d .* That i s ,
^W illiam L. W ilk ie  and Paul W. F a r r i s ,  "Comparison A d v e r t i s in g ,"  
Jo u rn a l  o f  M arketing , 39 (O ctober, 1975), p .  7.
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com parative  a d v e r t i s i n g  i s
a d v e r t i s i n g  t h a t  (1 ) compares two or more s p e c i f i c a l l y  
named or re c o g n iz a b ly  p r e s e n te d  brands o f  th e  same 
g e n e r ic  p ro d u c t  o r  s e r v ic e  c l a s s  and (2) makes such a 
comparison in  te rm s of one o r  more s p e c i f i c  p roduc t o r  
s e r v ic e  a t t r i b u t e s .
The above d e f i n i t i o n  r e q u i r e s  t h a t  a t  l e a s t  one competing brand 
name be p re s e n te d .  Ads which make com parisons to  " a n o th e r  le ad in g  
brand"  or " th e  le a d in g  brand" o r  t o  "Brand X" a r e  n o t  in c lu d e d .  Adver­
t i s e m e n ts  which e x p l i c i t l y  show b u t  do n o t  m ention  competing b rands  can 
q u a l i f y  as be ing  com para tive .
With r e s p e c t  to  th e  second p a r t  of the  d e f i n i t i o n ,  com parative  
a d v e r t ise m e n ts  a r e  d e f in e d  as  making com parisons in  term s o f  one o r  
more s p e c i f i c  p ro d u c t  a t t r i b u t e s .  T h e re fo re ,  ads t h a t  m ere ly  s t a t e  
o v e r a l l  s u p e r i o r i t y  over a named c o m p e t i to r ,  w i th o u t  any g iven  s p e c i f i c  
b a s i s  f o r  t h e i r  s u p e r i o r i t y ,  a r e  n o t  co n s id e red  com parative  ads . How­
e v e r ,  most ads t h a t  mention a c o m p e t i to r  u s u a l ly  mention a t  l e a s t  one 
p ro d u c t  a t t r i b u t e  as a b a s i s  f o r  t h e i r  c laim ed s u p e r i o r i t y .
H i s t o r i c a l  P e r s p e c t iv e
For many p e o p le ,  com para tive  ads seem to  be an a d v e r t i s i n g  phenom­
enon o f  th e  1970’ s .  However, t h i s  phenomenon has  e x i s t e d  f o r  some t im e .
E a r ly  Use
In  th e  l i t e r a t u r e  sea rch  f o r  t h i s  s tudy , th e  e a r l i e s t  r e fe re n c e d
example o f  com para tive  a d v e r t i s i n g  was an ad f o r  au tom obile  t i r e s  in
2
th e  1930 S ears  c a t a lo g .  In  t h a t  ad ,  Sears  compared i t s  second l i n e  of
2
"Comparisons Become In v id io u s  in  R iv a lry  f o r  T i re  M ark e t ,"  
B usiness  Week, ( A p r i l  22, 1931), p .  10.
t i r e s  to  e i g h t  n a t i o n a l l y  known b rands  of t i r e s .  In  1931, S ea rs  added 
an o th e r  co m p e t i to r  f o r  a t o t a l  o f  n in e .  A lso in  1931, F i r e s to n e  r e ­
sponded w i th  a newspaper com parative  ad. Due to  th e  unu su a l n a tu r e  of 
t h i s  ad , s e v e r a l  la rg e  newspapers r e j e c t e d  i t ,  in c lu d in g  th e  Chicago 
Tribune and th e  New York D aily  News.
T h i r ty - f o u r  y e a r s  l a t e r ,  i n  r e a c t i o n  to  a G i l l e t t e  ad which a lso  
p i c tu r e d  W ilk in son , S c h ick ,  and Personna , Time s t a t e d  t h a t  such d i r e c t
i d e n t i f i c a t i o n  o f  c o m p e t i to rs  had long been a r a r i t y  and t h a t  adver-
3
t i s e r s  had gone to  g r e a t  le n g th s  t o  avo id  such ads . The a r t i c l e  a lso  
r e f e re n c e d  o th e r ,  th en  c u r r e n t  com para tive  a d s ,  th u s  m arking th e  approx­
im ate  o r i g i n  of th e  r e c e n t  surge  in  th e  naming o f c o m p e t i to r s ,  as  com­
p a red  to  u s in g  " a n o th e r  le a d in g  b rand"  o r  "Brand X."
In  g e n e r a l ,  th e  a d v e r t i s i n g  in d u s t r y  has  h e ld  an u n fa v o ra b le  view 
o f  naming c o m p e t i to rs  in  ads . T h is  i s  e v id e n t  from th e  sm all number o f  
co m para tives  which appeared  u n t i l  th e  m id - l9 6 0 , s .  A lso , th e  r e j e c t i o n  
o f  F i r e s t o n e ' s  com parative  ad by s e v e r a l  la rg e  newspapers in  1931, 
su p p o rts  th e  e x is t e n c e  o f  a g e n e r a l ly  n e g a t iv e  view tow ards naming 
c o m p e t i to r s .  B ut, even in  th e  m id -1 9 6 0 's ,  th e  in d u s t r y  was s t i l l  no t 
in  fa v o r  o f  such ad s .  T h is  i s  r e f l e c t e d  i n  a quote by F a i r f a x  Cone of
F o o te ,  Cone and B e ld ing : " I t ' s  bad m anners, and I  c a n ' t  b e l ie v e  th e
4
p u b l ic  w i l l  s tan d  f o r  i t . "
FTC Encourages Use
D esp ite  the  a d v e r t i s i n g  i n d u s t r y ' s  n e g a t iv e  a t t i t u d e  towards 
com parative  a d v e r t i s i n g ,  in  th e  e a r l y  1 9 7 0 's ,  th e  F e d e ra l  Trade
3
"Naming Names," Time, 86 (August 20, 1965), p . 20. 
4I b i d . , p . 21.
Commission asked b o th  th e  ABC and CBS t e l e v i s i o n  networks t o  change
5t h e i r  p o l i c i e s  which alm ost co m p le te ly  p r o h ib i t e d  com parative  a d s .
NBC a t  t h a t  time was th e  on ly  netw ork p e r m i t t i n g  more than  j u s t  a few,
though t h e i r  number o f  such ads was q u i te  sm a l l .
There were many re a so n s  f o r  th e  FTC's encouragement fo r  p e rm i t t in g
more such a d s .  B ut, two of th e  most obvious rea so n s  were to  p rov ide
consumers w ith  more f a c t u a l  p ro d u c t  in fo rm a t io n  and to  d isco u rag e
d ece p t io n  by e l im in a t in g  com parisons by innuendo .^  I t  was a lso  s u g g es t-
7
ed t h a t  comparisons c o u ld  lead  to  lower p r i c e s  and improved q u a l i t y .
Given th e  FTC's encouragem ent, p o l ic y  s ta tem e n ts  and g u id e l in e s  
were developed by v a r io u s  o r g a n iz a t i o n s .  NEC's form al gu ides  r e q u i r e  
t h a t  (1) th e  p ro d u c ts  must a c t u a l l y  be in  co m p e ti t io n ;  (2) naming 
c o m p e t i to rs  should  be f o r  com parison purposes  and no t f o r  upgrad ing  by 
a s s o c i a t i o n  o r  d i s c r e d i t i n g ,  d i s p a r in g ,  o r  u n f a i r l y  a t t a c k in g  a com peti­
t o r ;  (3 ) comparisons should  be on a dimension to  dimension b a s i s ;  and
(4) p r o p e r t i e s  t h a t  a r e  compared must be o f  v a lu e  and of s i g n i f i c a n t
8m easurab le  d i f f e r e n c e .  In  a d d i t i o n ,  NBC has a ls o  i s su e d  g u id e l in e s
9
f o r  com parative  ad v e r t isem en t c o m p la in ts .
5
Maurine C h r i s to p h e r ,  "NBC S p e l l s  Out New Formal Guides f o r  Compara­
t i v e  S p o ts ,"  A d v e r t is in g  Age, 45 (Jan u a ry  28, 1974), p .  62.
^"Open Way f o r  Comparative Ads, Canada Meet T o ld ,"  A d v e r t is in g  Age, 
46 (May 12, 1975), p .  6 .
^ I b id .
8C h r is to p h e r ,  l o c . c i t . , p .  1,
9
"NBC S e ts  G u id e l in e s  f o r  Comparative Ad P l a i n t s , "  A d v e r t is in g  Age, 
46 ( J a n u a ry  6 , 1975), p .  8 .
ABC's fo rm al g u id e l in e s  r e q u i r e  t h a t  p roduc t t e s t i n g  and survey
a n a l y s i s  used  in  deve lop ing  a com para tive  ad must be done a cco rd in g  to
10acc e p ted  s c i e n t i f i c  and t e c h n i c a l  p ro c e d u re s .  The g u id e l in e s  a l s o
r e q u i r e  t h a t  (1 ) p ro d u c t  t e s t s  be s i g n i f i c a n t  a cco rd in g  to  reco g n ized
s t a t i s t i c a l  s ta n d a rd s  o f  v a l i d i t y ,  (2) th e  burden of p ro o f  r e g a rd in g
w hether th e  b e s t  p o s s ib l e  t e s t  has been  used i s  on th e  a d v e r t i s e r ,  and
11(3 ) th e  n a tu r e  and l i m i t s  o f  t e s t s  used  must be d i s c lo s e d .
The f i r s t  in d u s t ry -w id e  g u id e l in e s  were is s u e d  by th e  N a tio n a l
12
A s s o c ia t io n  o f  B ro a d c a s te r s  in  1974. The gu ides  were a s y n th e s is  
o f  p r i n c i p l e s  a l r e a d y  adop ted  by NBC, ABC and th e  American A ss o c ia t io n  
o f  A d v e r t i s in g  A gencies ,  p lu s  some o f  th e  NAB's own id e a s .  These 
g u i d e - l i n e s ,  which became e f f e c t i v e  A p r i l  1, 1975, e s s e n t i a l l y  s t a t e  
t h a t  com parisons should  be used  when s i g n i f i c a n t  and m eaningful p ro d u c t  
perform ance  e x i s t s  and should  n o t be used  fo r  upgrad ing  by a s s o c i a t i o n .
P r e s e n t  S ta tu s
As i l l u s t r a t e d  above, a com parative  ad must meet c e r t a i n  r i g i d
r e g u l a t i o n s  b e fo re  exposure  to  the  p u b l i c .  In  f a c t ,  because o f  th e s e
r i g i d  r e g u l a t i o n s ,  th e  FTC r e c e n t l y  launched a p robe to  determ ine
w hether any o f  th e  s e l f - r e g u l a t i n g  o rg a n iz a t io n s  were b lo ck in g  com parative
13ads from th e  p u b l i c .  In  p a r t i c u l a r ,  th e  probe was to  in c lu d e  th e
^"ABC Comparative R ules S t r e s s  T es t  P ro c e d u re s ,"  A d v e r t is in g  Age,
45 (March 18, 1974), p .  1.
11I b i d . . p .  77.
12"Review Board S e ts  Guides on C om parisons,"  A d v e r t is in g  Age, 45 
(O ctober 7 , 1974), p .  8.
13 S ta n le y  E. Cohen, "W idespread FTC Probe W ill  Seek Codes That 
H inder Comparative A ds,"  A d v e r t i s in g  Age, 47 (F eb ruary  23, 1976), p .  1.
t e l e v i s i o n  n e tw o rk s ,  th e  N a t io n a l  A s s o c ia t io n  o f  B ro a d c a s te r s ,  and th e
N a t io n a l  A d v e r t i s in g  Review Board (NARB).
The re a so n  f o r  th e  FTC's concern  i s  i l l u s t r a t e d  by th e  NARB's
r e c e n t  r u l i n g  t h a t  a Behold ad had th e  c a p a c i t y  to  d ece iv e  by im ply ing
an o v e r a l l  s u p e r i o r i t y  ov e r  Pledge when t h e  ad s u b s t a n t i a t e d  s u p e r i o r i t y
in  o n ly  c e r t a i n  a reas*
A r e c e n t  comment by FTC's S tephen Nye a l s o  r e f l e c t s  t h e  Com m ission 's
c o n t in u in g  f a v o ra b le  a t t i t u d e  tow ards c o m p ara tiv e  a d s .  Mr. Nye s t a t e d
he was sy m p a th e t ic  t o  T y l e n o l ' s  argum ents  o f  g o o d w ill  and in v e s tm e n t ,
b u t  t h a t  i t  was n o t  f a i r  t o  make th e  p u b l i c  pay tw ic e  - -  t h i s  was in
r e f e r e n c e  to  D a t r i l  p r i c e  com para tive  ad s  w hich fo rc e d  T y le n o l  t o
d r a s t i c a l l y  c u t  t h e i r  p r i c e ,^  He c o n t in u e d  by s t a t i n g  t h a t  such
c irc u m s ta n c e s  a re  p a r t  o f  th e  f r e e  e n t e r p r i s e  sy stem , and i t  was a r i s k
Johnson  and Johnson  to o k  in  m ark e t in g  T y le n o l .
E x a c t ly  how much com para tive  a d v e r t i s i n g  th e  FTC would l i k e  t o  see
has  n o t  been  r e v e a l e d ,  b u t  a p p a r e n t ly  i t  i s  more th a n  th e  c u r r e n t  l e v e l
o f  around  8 p e r  c e n t .  I n  th e  1974-75 t e l e v i s i o n  sea so n , 8 .2  p e r  c e n t  o f
16prim e t im e  com m ercials  were c o m p a ra t iv e s ,  o r  1 ,341 s p o t s .  In  th e  
f o u r th  q u a r t e r  o f  1975, t h e r e  were 8% co m p ara tiv e  ads  in  p rim e t im e ,  
o r  750 s p o t s .  I n  te rm s  o f  p ro d u c ts  a d v e r t i s e d  by com parison , au tom ob ile s
14"B ehold  L im ited  Ad Claim Upheld by NARB P a n e l , "  A d v e r t i s in g  Age, 
( A p r i l  12, 1976), p .  10.
15" T y le n o l  Exec Speaks Out on D a t r i l  P r i c e  A d," A d v e r t i s in g  Age, 
(March 2 9 ,  1976), p .  115.
16"C om parative  Ads on TV on R is e ,  R e se a rch  S a y s ,"  A d v e r t i s in g  Age,
47 (March 1 , 1976), p .  67.
a re  th e  most p o p u la r ,  fo llow ed  by p e r s o n a l  p ro d u c ts ,  s o f t  d r in k s ,  and 
p r o p r i e t a r y  d rugs .
Cons id e r  a t  ions  fo r  Usage
S ev e ra l  c o n s id e r a t io n s  should  be made b e fo re  usage o f  com parative  
a d s .  In  t h i s  s e c t i o n ,  t h r e e  g e n e r a l  a re a s  a r e  p re s e n te d  - -  g e n e ra l  
usage  g u id e s ,  p o s s ib le  r e s u l t s ,  and th e  l e g a l  environm ent.
G enera l  Usage Guides
A number of g e n e ra l  usage g u id e s  can be found when rev iew in g  th e  
l i t e r a t u r e  o f  com parative  a d v e r t i s i n g .  Most of th e se  g u id e s  seem to  
be th e  r e s u l t  o f  a g e n e ra l  o b s e r v a t io n ,  r a t h e r  than  s c i e n t i f i c  e x p e r i ­
m e n ts .
17One g u id e l in e  i s  t h a t  the  underdog wins in  name-naming. I t  i s
rea so n ed  t h a t  i f  th e  in d u s t r y  l e a d e r  should  use com parisons , th en  th e
underdog w i l l  b e n e f i t  by th e  p u b l ic  g iv in g  g r e a t e r  c r e d i b i l i t y  to
c la im s  p re v io u s ly  made by th e  underdog, and th rough  a s s o c i a t i o n ,  th e
underdog w i l l  be p e rc e iv e d  as h o ld in g  a h ig h e r  c o m p e t i t iv e  p o s i t i o n  in
t h a t  in d u s t r y .  An example of an underdog u s in g  com parative  a d v e r t i s i n g
i s  P e p s i .  In  th e  D a l la s  a rea  r e c e n t l y ,  P e p s i  had on ly  8% of th e  m arket
18as  compared to  C oke 's  28%. To r e c t i f y  t h i s ,  P ep s i  developed a s e r i e s  
o f  com parative  ads i n  which Coke was named. However, in  t h i s  c a s e ,  
Coke, th e  l e a d e r ,  decided  to  c o u n te r  th e  "P e p s i  c h a l le n g e "  w ith  i t s  
own campaign of co m p ara t iv es .
^ "U nderdog  A d v e r t i s e r  Wins i n  'Name-Naming:1 BBDO," A d v e r t is in g  
Age, 46 (March 10, 1975), p .  56.
18Nancy G iges , "Coca-Cola , P e p s i  Put T a s te  T e s ts  i n t o  Comparative 
A re n a ,"  A d v e r t is in g  Age, 47 (A p r i l  5 ,  1976), p .  1.
A second g u id e l in e  i s  to  use  com parisons on ly  when a s i g n i f i c a n t
advantage e x i s t s .  Tannenbaum says t h a t  th e r e  a re  too  many com parative
ads on t e l e v i s i o n  where n o t  enough s i g n i f i c a n t  and dem onstrab le  d i f f e r -
19ences  e x i s t  to  m e r i t  th e  c u r r e n t  usage  l e v e l .  He f u r t h e r  p o in t s  o u t 
t h a t  comparisons t h a t  a re  d r a s t i c a l l y  in c o n s i s t e n t  w i th  consumer b e l i e f s  
do r i s k  lo s s  o f  c r e d i b i l i t y .
A f i n a l  g e n e ra l  g u id e l in e  t h a t  h a s  been su g g es te d  i s  t h a t  compara­
t i v e s  should  be used  on ly  where t h e r e  i s  low b ran d  lo y a l t y  i n  th e  
20p ro d u c t  c a te g o ry .  T h is  l a s t  g u id e l in e  has an obvious  r e l a t i o n s h i p  
w i th  Tannenbaum's second p o in t  (g iv e n  above) co nce rn ing  c r e d i b i l i t y .
P o s s ib le  R e s u l ts
To th e  above g e n e ra l  usage g u i d e l i n e s ,  one needs  to  in c lu d e  some o f 
th e  r e s u l t s  which com parative  ad u s e r s  have e i t h e r  c la im ed  o r  have 
ex p e r ien c e d .
On th e  p o s i t i v e  s i d e ,  s e v e r a l  u s e r s  have c la im ed  r e s u l t i n g  in ­
c r e a s e s  in  m arket s h a re .  For example, P e p s i  c la im s  to  have doubled
21t h e i r  D a l la s  m arket share  from a p r e - c h a l le n g e  sh a re  o f  8%. Shick  
h a s  a l s o  c la im ed  a do u b lin g  (8 .3  to  16 .4 ) o f  m arke t share  as  a r e s u l t  
o f  com parisons, even though Remington c o u n te rc la im s  t h a t  th e  in c re a s e d  
in d u s try -w id e  a d v e r t i s i n g  e x p e n d i tu re s  have g e n e r a l ly  expanded th e
19"Tannenbaum: Com parative Ads Can Work, Kershaw Says No,"
A d v e r t i s in g  Age, 47 (May 17, 1976), p .  1.
20W illiam  T y le r ,  "Comparative A d v e r t i s in g :  A P ow erfu l S e l l i n g
T ool When I t  I s  Not A bused," A d v e r t i s in g  Age, 46 ( A p r i l  21, 1975), 
p .  58.
21Nancy G iges, "Coke Ad H i ts  P e p s i  Comparison, H in ts  B lin d  T es t  Not 
V a l i d , "  A d v e r t is in g  Age,  47 (June  14, 1976), p .  87.
22m ark e t  r a t h e r  than  changed th e  m arket s h a r e s .  F i n a l l y ,  R oyal Doulton
c h in a  c la im s  to  have i n c r e a s e d  t h e i r  sh a re  s i x  p e rc e n ta g e  p o i n t s  by
23com parisons  w i th  Lenox. A lso  o f  s i g n i f i c a n c e  in  th e  D oulton  example 
i s  t h a t  s e v e r a l  p u b l i c a t i o n s ,  in c lu d in g  S e v e n te e n , r e f u s e d  t h e  ad when 
f i r s t  approached in  1971, t h u s ,  g iv in g  a d d i t i o n a l  e v id en ce  o f  th e  e x i s ­
te n c e  o f  th e  g e n e r a l ly  n e g a t iv e  view o f  co m p ariso n s ,  a s  h e ld  by th e  
a d v e r t i s i n g  i n d u s t r y .
On t h e  n e g a t iv e  s i d e ,  s e v e r a l  a s p e c t s  m ust a l s o  be c o n s id e r e d .
One a s p e c t  i s  p r ic e  c o m p e t i t io n  o r  even p r i c e  w a rs .  E a r l i e r  i t  was 
p o in te d  o u t  t h a t  D a t r i l  com p ara tiv e  ads cau se d  T y len o l  t o  c u t  t h e i r  
p r i c e  d r a s t i c a l l y .  I n  D a l l a s ,  th e  o r i g i n a t i n g  p o in t  o f  th e  P eps i-C oke  
fe u d ,  th e  two s o f t  d r in k s  w ere s u b s t a n t i a l l y  d is co u n ted  as  a r e s u l t  o f
co m p ara tiv e  ads and caused  s m a l le r  b o t t l e r s  to  be caugh t i n  th e  p r i c e
24w ar.
In  a d d i t i o n  to  h e a v ie r  p r i c e  c o m p e t i t io n ,  a n o th e r  n e g a t iv e  a s p e c t
i s  in c r e a s e d  a d v e r t i s i n g  c o m p e t i t io n .  For exam ple, Coke c o u n te r a t t a c k e d
P e p s i  w i th  n o t  only  ads w hich mimicked th e  Pepsi-C oke com parisons  b u t
25u sed  o th e r  ads which compared F re s c a  and P e p s i .
O ther  d isad v a n ta g es  and some ad v an tag es  a re  r e v e a le d  i n  th e  n e x t  
c h a p te r  w hich d e a ls  w i th  c o n c lu s io n s  drawn from m ark e t in g  s t u d i e s  
concerned  w i th  u s in g  co m p ara tiv e  a d v e r t i s i n g .  However, b e f o r e  p r e s e n t in g
22John  J .  0 TConnor, "N e ts  t o  S tudy N ore lco  D ata in  Shaver H a s s le , "  
A d v e r t i s in g  Age, 44 ( J a n u a ry  22 , 1973), p .  8.
23 "D oulton  C re d i t s  6% S hare  Gain t o  Ad Comparing I t s  China w i th  
Lenox L i n e , "  A d v e r t i s in g  Age. 44 (F eb ru a ry  5 ,  1973), p .  4 .
24_, , , ,I b i d . ,  p .  6.
25G ig es ,  "Coca-Cola , P e p s i  P u t  T a s te  T e s t s  I n to  Comparison A re n a ,"
p • 1.
a c l o s e  exam in a tio n  o f  t h e s e  s t u d i e s ,  one a d d i t i o n a l  a r e a  o f  usage 
c o n s i d e r a t i o n  must be d is c u s s e d  — th e  l e g a l  en v ironm en t.
The L eg a l  Environm ent
Due t o  th e  n a tu r e  o f  co m p ara tiv e  a d v e r t i s i n g ,  i t s  l e g a l  l i m i t s  a r e
26drawn from common law, s t a t e  o r  f e d e r a l  s t a t u t e s ,  and FTC s ta n d a r d s .
To d i s c u s s  t h e s e  l e g a l  l i m i t s ,  t h r e e  m ain s u b d iv i s io n s  a r e  used : 
a c t i o n s  by c o m p e t i to r s ,  co n su m er 's  r i g h t  o f  a c t i o n ,  and a c t i o n s  by th e  
FTC.
A c t io n s  by C o m p e t i to rs . Two avenues a r e  open t o  c o m p e t i to r s  who 
seek  a c t i o n  i n  com para tive  a d v e r t i s i n g  s i t u a t i o n s .  C o m p e ti to rs  can  
r e l y  on t o r t  law and s t a t e  s t a t u t e s  o r  make c la im s  u n d e r  th e  f e d e r a l  
Lanham Act*
T o r t  Law and S t a t e  S t a t u t e s .  Common law r e g a r d in g  d e fam atio n  and 
d isp a rag em en t can  be u sed  to  p ro v id e  r e l i e f  i n  a co m p ara tiv e  a d v e r t i s i n g  
s i t u a t i o n .  Defam ation i s  s a id  to  occu r  when a com m unication t e n d s  to  
d im in is h  th e  r e s p e c t ,  g o o d w il l ,  c o n f id e n c e ,  o r  esteem  o f  th e  p l a i n t i f f .  
D isparagem ent i s  a d e l i b e r a t e ,  dem o n strab ly  f a l s e ,  a t t a c k  on th e  p l a i n ­
t i f f ' s  p r o d u c t .  In  d e fa m a tio n ,  p ro o f  o f  m a l ic e  i s  n o t  n e c e s s a r y .  But 
in  d isp arag em en t c a s e s ,  th e  p l a i n t i f f  m ust show t h a t  a s ta te m e n t  in  th e  
ad i s  f a l s e ,  o r  t h e  e x i s t e n c e  o f  th e  i n t e n t  t o  harm th e  p l a i n t i f f  o r  to  
a d v e r s e ly  a f f e c t  h i s  i n t e r e s t .  D isparagem ent i s  u s u a l l y  th e  c a se  in  
co m p ara tiv e  a d v e r t i s i n g .
26T h is  s e c t io n  i s  based  on th e  fo l lo w in g :  S te w a r t  E. S t e r k ,  "The
Law o f  C om parative  A d v e r t i s in g :  How Much Worse I s  ' B e t t e r '  th a n  ' G r e a t ' , "
Columbia Law Review,  76 ( J a n u a ry ,  1976), pp . 80-112.
In  g e n e r a l ,  th e  c o u r t s  have r e s i s t e d  u s in g  the  d isparagem ent law 
where one p roduc t c la im s  to  be b e t t e r  on a vag u e ly  d e f in e d  b a s i s  b u t  
have a p p l ie d  th e  law when a r e a d i l y  m easu rab le  b a s i s  e x i s t s . 27 However, 
no a c t i o n  w i l l  be tak en  when the  de fen d an t  a c c u r a te ly  d e s c r ib e s  th e  
p l a i n t i f f ' s  p roduc t bu t e x a g g e ra te s  th e  m e r i t s  o f  h i s  own. A lso ,  when 
d isparagem ent r e l i e f  i s  g iv e n ,  on ly  damage r e l i e f  i s  p o s s ib l e j  no 
i n j u n c t iv e  r e l i e f  can be g ra n te d  due to  th e  F i r s t  Amendment's p r o t e c t i o n  
to  commercial a d v e r t i s i n g .
A second common law t h a t  can be used  i s  th e  law o f  u n f a i r  com peti­
t i o n .  I n  one c a s e ,  th e  c o u r t  r u l e d  t h a t  any d isparagem ent c a s e  c o u ld
a l s o  be p re s e n te d  under th e  u n f a i r  c o m p e t i t io n  law and, t h e r e f o r e ,  no
28s p e c i a l  damages needed to  be p roven . B u t ,  much co n fu s io n  s t i l l  e x i s t s  
as to  when t h i s  law r e a l l y  a p p l i e s .  T h e re fo re ,  i t  does n o t  seem to  
p ro v id e  a s a t i s f a c t o r y  s o lu t io n  t o  th e  problem s posed by abusive  compar­
i s o n s .
A t h i r d  common law t h a t  can b e ,  b u t  has  n o t  been , used  much i s  f o r  
th e  t o r t  o f  f a l s e  a d v e r t i s i n g .  To i l l u s t r a t e  why t h i s  law has  n o t  been 
used  much, in  one c a s e ,  th e  c o u r t  h e ld  t h a t  t h e r e  was no f a l s e  a d v e r­
t i s i n g ,  s in c e  i t  was n o t  e s t a b l i s h e d  t h a t  th e  a d v e r t i s e r  was " p a s s in g
29o f f "  h i s  goods as th o se  o f h i s  c o m p e t i to r .  U su a l ly ,  where t h i s  law 
a p p l i e s ,  so does th e  Lanham A ct.  C o n seq u en tly ,  t h i s  p ro v id e s  a second 
re a so n  f o r  l i t t l e  u se  o f  th e  t o r t  o f  f a l s e  a d v e r t i s i n g  common law.




The Uniform D ecep tiv e  Trade P r a c t i c e s  Act w hich has  been adopted
by n e a r ly  a dozen s t a t e s  shows some prom ise as  a means o f  o b ta in in g
30r e l i e f  from ab u siv e  com para tives*  I t  g r a n t s  r e l i e f  in  b o th  c a s e s  o f  
d isp arag em en t and m is r e p r e s e n t a t i o n  o f  an a d v e r t i s e r ’ s own goods. B u t,  
t h i s  Act a l s o  has  i t s  l i m i t s .  F i r s t ,  on ly  i n j u n c t i v e  r e l i e f  i s  p o s s i b l e  
none f o r  damages. However, th e  Act does p e rm i t  r e l i e f  f o r  damages to  
be c la im ed  under common law o r  o th e r  e x i s t i n g  s t a t e  law s. The o th e r  
l i m i t  to  t h i s  Act i s  t h a t  t h e r e  seems l i t t l e  chance o f  i t s  becoming 
s ta n d a r d iz e d  as  th e  Uniform Commercial Code h a s .
Claims Under th e  Lanham A c t .  O r ig i n a l l y  p a sse d  in  1946 f o r  p re v e n t  
in g  d e c e p t iv e  u se  o f  t ra d e m a rk s ,  th e  Lanham A c t ,  and i n  p a r t i c u l a r ,  
S e c t io n  43 ( a ) ,  has more r e c e n t l y  been  a p p l ie d  to  co m p ara tiv e  a d v e r­
t i s i n g .  In  a r e c e n t  c a s e ,  th e  c o u r t  l i s t e d  f i v e  e lem en ts  c o n s id e re d
31n e c e s s a r y  to  f i l e  a c la im  under S e c t io n  43 ( a ) .
(1 )  in  i t s  com parison  a d v e r t i s e m e n ts ,  ( t h e )  d e fe n d an t  made 
f a l s e  s ta te m e n ts  o f  f a c t  abou t i t s  own p ro d u c t ;  (2 )  th o s e  
a d v e r t i s e m e n ts  a c t u a l l y  d ece iv ed  o r  have th e  ten d en cy  to  
d ece iv e  a s u b s t a n t i a l  segment o f  t h e i r  a u d ien c e ;  (3 )  such 
d e c e p t io n  i s  m a t e r i a l ,  i n  t h a t  i t  i s  l i k e l y  to  i n f lu e n c e  
th e  pu rch ase  d e c i s io n ;  (4 ) ( t h e )  d e fen d an t  caused  i t s  
f a l s e l y  a d v e r t i s e d  goods to  e n t e r  i n t e r s t a t e  commerce; 
and (5) ( t h e )  p l a i n t i f f  has  been  o r i s  l i k e l y  to  be i n j u r e d  
a s  a r e s u l t  o f  th e  fo re g o in g  e i t h e r  by d i r e c t  d iv e r s io n  o f 
s a l e s  from i t s e l f  to  ( t h e )  d e fe n d a n t ,  o r  by le s s e n in g  o f  
th e  g o o d w ill  which i t s  p ro d u c ts  en jo y  w i th  th e  b u y ing  p u b l i c .
Both damages and i n j u n c t i v e  r e l i e f  a r e  a v a i l a b l e  under t h i s  A c t.
To o b ta in  an i n j u n c t i o n ,  o n ly  a l i k e l i h o o d  o f  d e c e p t io n  i s  n e c e s s a r y .
30Ibid., p. 90.
31Ibid., p. 93.
B ut, a c la im  to  reco v e r  damage r e q u i r e s  e s t a b l i s h i n g  t h a t  th e  p u b l ic  
was d ece iv e d ,  and p ro o f  o f  e i t h e r  a c tu a l  damages o r  a t  l e a s t  th e  l i k e ­
lihood  o f i n j u r y  to  th e  p l a i n t i f f .
Consumer's R igh t o f  A c t io n . S ince in  some c a s e s ,  th e  consum er 's  
and th e  c o m p e t i to r 's  i n t e r e s t  may d i f f e r ,  t h e  consumer should  have th e  
chance to  v in d i c a t e  h i s  r i g h t s  w ithou t r e l y i n g  on co m p e ti to r  s u i t s .
The consum er 's  r i g h t  to  a c t i o n  comes from b o th  common law t h e o r i e s  and 
f e d e r a l  s t a t u t e s .
Common Law T h e o r ie s .  R e l i e f  f o r  i n d iv id u a l s  i s  p o s s ib le  under th e
32th e o ry  o f m is r e p r e s e n t a t i o n .  No p ro o f  o f  i n t e n t  to  dece ive  i s  n e c e s ­
s a r y ,  b u t  one must show p ro o f  o f  n e g l ig e n ce  and th a t  th e  com para tive  ad 
was d i r e c t e d  to  th e  consuming p u b l i c .  In  a d d i t i o n ,  th e  p l a i n t i f f  must 
e s t a b l i s h  r e l i a n c e  on th e  r e p r e s e n ta t io n  and t h a t  th e  q u es t io n ed  r e p r e ­
s e n ta t io n  was s i g n i f i c a n t  t o  j u s t i f y  r e l i a n c e .  In  th e  comparison 
s i t u a t i o n ,  r e l i a n c e  on a p a r t i c u l a r  f a c t o r  may be d i f f i c u l t  t o  e s t a b ­
l i s h ,  p a r t i c u l a r l y  i f  i t  can be shown t h a t  th e  consumer would have 
bought th e  p ro d u c t  w ith o u t  hav ing  seen the  ad .
R e l i e f  may a l s o  be p o s s ib l e  under common la w 's  b reach  of w a rra n ty
33th e o ry ,  i f  one can show t h e r e  was a r e l i a n c e  upon th e  r e p r e s e n t a t i o n .  
However, h av ing  to  prove r e l i a n c e  a ls o  g r e a t l y  weakens use o f  t h i s  
common law in  com parative  a d v e r t i s i n g  c a s e s .
R eg a rd le ss  o f  which o f  th e  two th e o r i e s  above a re  used by th e  
i n d i v i d u a l ,  any r e l i e f  t h a t  i s  g ra n te d  p ro b a b ly  w i l l  n o t be w orth  th e
32Ibid., p. 95.
33 I b id .
consum er’ s t im e  or money s p e n t  i n  s e e k in g  th e  r e l i e f .  Also* such r e l i e f  
w i l l  o n ly  be  a minimal d e t e r r e n t  t o  a m ajo r  a d v e r t i s e r .
F e d e r a l  S t a t u t e s .  L e g a l ly ,  a c t i o n  by i n d i v i d u a l s  i s  p o s s ib l e  
under b o th  th e  Lanham A c t ,  S e c t io n  43 (a )  and th e  F e d e ra l  Trade 
Commission A c t ,  S e c t io n  5 ,  b u t  th e  c o u r t s  have b a lk e d  a t  a l lo w in g  
consumer a c t i o n  under t h e s e  two s e c t i o n s .
T h e r e f o r e ,  i t  seems d e s p i t e  th e  consumer h av in g  th e  r i g h t  to  
a c t i o n ,  th e  c u r r e n t  l e g a l  env ironm ent a f f o r d s  th e  consumer l i t t l e  
means t o  e x e r c i s e  t h a t  r i g h t .
A c t io n s  by th e  FTC. B a s i c a l l y  in  a b u s iv e  com para tive  a d v e r t i s i n g  
c a s e s  b e f o r e  th e  FTC, a u t h o r i t y  comes from S e c t io n  5 o f  th e  FTC Act 
which d e c l a r e s  ’’u n f a i r  m ethods o f  c o m p e t i t io n  i n  commerce, and u n f a i r
35or d e c e p t iv e  a c t s  or p r a c t i c e s  in  o r  a f f e c t i n g  commerce” as  u n la w fu l .
C om parative  P r ic e  A d v e r t i s i n g .  T h is  i s  th e  on ly  a r e a  i n  compara­
t i v e  a d v e r t i s i n g  i n  w hich th e  Commission h as  been  a b le  to  d e f in e  
p e r m is s ib le  l i m i t s  in  a p r e c i s e  m anner. I t  h a s  been done by d e f in in g  
such term s as  " s a l e ” v e r s u s  " r e g u l a r ” p r i c e ,  and th e  " a r e a ’ s c o m p e t i t iv e  
p r i c e , ” and "com parable  v a l u e . ” B u t ,  t h e  r e a l  problem  i s  i n  th e  v a r i ­
a t i o n s  i n  p ro d u c t  f e a t u r e s ,  o th e r  th a n  p r i c e ,  which become p a r t  o f  a 
com para tive  a d .  In  a d d i t i o n ,  t h e r e  a r e  o th e r  c o n s i d e r a t i o n s  such as  th e  
in te n d e d  u se  o f  th e  good by th e  p u r c h a s e r ,  t h e  e x a c t  needs  o f  th e  
p u r c h a s e r ,  and o th e r  s u b j e c t i v e  f a c t o r s  w hich a r e  viewed d i f f e r e n t l y  
by each e v a l u a t o r .
^ ^ I b i d . ,  p .  96. 
35I b i d . ,  p .  97.
Q u a l i ty  Comparison A d v e r t i s in g .  P u f f e r y  c la im s  cau se  a g r e a t
d e a l  o f  d i f f i c u l t y ,  s in c e  th e  b a s i s  used f o r  d e te rm in in g  a p r o d u c t ' s
s u p e r i o r i t y  o v e r  a n o th e r  i s  n o t  u s u a l ly  e a s y  t o  e s t a b l i s h .  Thus,
m e e t in g  any re a s o n a b ly  d e f in e d  burden  o f  p r o o f  may be im p o s s ib le .
C o n seq u e n t ly ,  PTC p o l i c y  c o n c e rn in g  d e te r m in a t io n s  o f  t h i s  type  seems
3 6u n l i k e l y  a t  t h i s  t im e .
The n e x t  s te p  an a d v e r t i s e r  can ta k e  tow ard  t o t a l  m i s r e p r e s e n t a t i o n
i s  d e c e p t io n ,  b u t  th e  problem  h e re  i s  in  d e f i n i n g  and , i n  p a r t i c u l a r ,
m e asu r in g  d eg rees  o f  d e ce p t io n  o r  h a l f  t r u t h s .  In  t r y i n g  to  do t h i s ,
s e v e r a l  r u l i n g s  have  been m ade. For i n s t a n c e ,  an a d v e r t i s e r  does n o t
have t o  p ro v id e  e v e ry  f in d in g  made by an in d ep en d en t s tu d y  g roup , b u t
m ust n o t  m is r e p r e s e n t  th e  b a s i c  s tu d y - c o n c lu s io n s .  T hus, L o r i l l a r d
v i o l a t e d  t h i s  co n ce p t  when i t  s t r e s s e d  i t s  Old Gold c i g a r e t t e s  as
lo w e s t  in  t a r s ,  n i c o t i n e s ,  and r e s i n s ,  w hich was t e c h n i c a l l y  t r u e ,  b u t
t h e  so u rce  o f  t h i s  f a c t  was a R e a d e r1s D ig e s t  a r t i c l e  s t a t i n g  t h a t  t h e
d i f f e r e n c e s  found i n  th e s e  t h r e e  smoking b y -p ro d u c ts  f o r  a l l  c i g a r e t t e
37b ra n d s  was n o t  s i g n i f i c a n t .
H a l f - t r u t h s  have a ls o  been  in  th e  form o f  p i c t o r i a l  r e p r e s e n t a t i o n s  
such a s  an American Home P r o d u c ts  ad which showed i t s  p ro d u c t  as a 100 
p e r  c e n t  e f f e c t i v e  ro ach  k i l l e r  as  compared t o  a com peting b ran d . How­
e v e r ,  th e  ad d id  n o t  r e v e a l  t h a t  roaches  o f  a known r e s i s t a n c e  to  th e
a c t i v e  in g r e d ie n t  o f  the  c o m p e t i t o r ' s  p ro d u c t  were used  in  th e  com pari-  
38so n . The Commission found t h e  ad as d e c e p t iv e  and i s s u e d  a c e a s e  and
36I b i d . ,  p .  100. 
37I b i d . ,  p .  101. 
38I b i d . ,  p .  103.
d e s i s t  o r d e r .
To f u r t h e r  re d u c e  h a l f - t r u t h s ,  th e  FTC began in  1971, a p o l i c y  o f  
c la im  s u b s t a n t i a t i o n .  The im pact o f  t h i s  p o l i c y  can  n o t  y e t  be m easured , 
b u t  i t  i s  f e l t  t h a t  a d v e r t i s e r s  a r e  n o t  more r e l u c t a n t  to  make c la im s  
t h a t  l a c k  su p p o r t in g  e v id en c e .
From th e  above i t  should  be a p p a re n t  t h a t  t h e r e  a re  some un ique  
prob lem s f o r  co m p ara t iv e  a d v e r t i s i n g  from a l e g a l  e n v iro n m en ta l  p e r s p e c ­
t i v e .  I n  p a r t i c u l a r ,  th e  l e g a l  system  needs t o  o v e rh a u l  t h e  c u r r e n t
pa tchw ork  scheme o f  p u b l i c  and p r i v a t e  en fo rcem ent of i t s  somewhat 
39vague s t a n d a r d s .  And, u n t i l  t h i s  o v e rh a u l  i s  p e rfo rm ed , t h e  problem s 
and c o n fu s io n  w i l l  re m a in .
I n  a d d i t i o n ,  a s  one c o n s id e r s  t h i s  c h a p te r  in  g e n e r a l ,  i t  seems 
t h a t  f u r t h e r  s tu d y  n eed s  to  be p e rfo rm ed  b e f o r e  co m p ara tiv e  a d v e r t i s i n g  
can be f u l l y  u n d e rs to o d .  In  p a r t i c u l a r ,  one a r e a  need ing  a d d i t i o n a l  
i n v e s t i g a t i o n  i s  t h e  e f f e c t i v e n e s s  o r  in f lu e n c e  o f  co m p ar iso n s .  The 
fo l lo w in g  c h a p te r  p r e s e n t s  an ex am in a t io n  o f  m a rk e t in g  s t u d i e s  w hich 
have been  perform ed  and r e p o r te d  i n  th e  l i t e r a t u r e .  C o n seq u en tly ,  th e  
fo l lo w in g  c h a p te r  p r o v id e s  some i n s i g h t  i n to  t h e  e f f e c t i v e n e s s  and i n ­
f lu e n c e  o f  com para tive  a d v e r t i s i n g .
39I b i d . ,  p .  112.
CHAPTER I I
MARKETING STUDIES RELATED TO COMPARATIVE ADVERTISING
To date* f i v e  s tu d ie s  d e a l i n g  w i th  co m p ara tiv e  a d v e r t i s i n g  have 
been perform ed  and r e p o r te d  in  t h e  l i t e r a t u r e .  These f i v e  s tu d ie s  
a r e  examined i n  t h i s  c h a p te r  by u s in g  th e  fo l lo w in g  fo rm a t:  r e s u l t s ,
m ethodology , and o th e r  c o n s i d e r a t i o n s .
P r a s a d 1s Experim ent
P rasad  conducted  a l a b o r a to r y  a n a ly s i s  t o  d e te rm ine  th e  communi- 
c a t i o n - e f f e c t i v e n e s s  o f  c o m p ara tiv e  a d v e r t i s i n g  as  compared to  i t s  
"Brand X" c o u n t e r p a r t .*
R e s u l t s
P r a s a d 's  s tu d y  r e s u l t e d  in  fo u r  f i n d i n g s .  F i r s t ,  u n a id ed  r e c a l l  o f  
a d v e r t i s e d  c la im s  was g r e a t e r  i n  com para tive  ads  than  "Brand X" a d s .  
That i s ,  r e c a l l  was b e t t e r  when a c o m p e t i to r  was named i n s t e a d  of 
u s in g  term s such a s  " th e  l e a d in g  b rand"  o r  " o u r  le a d in g  c o m p e t i to r . "
A second f in d i n g  was t h a t  r e c a l l  was n o t  in f lu e n c e d  by p r e f e r e n c e  
f o r  th e  named c o m p e t i to r .  B u t ,  t h e  p e rc e iv e d  c r e d i b i l i t y  o f  c la im s  
was judged  lower by consumers o f  th e  named com peting  b ra n d .  Thus, 
c la im  r e c a l l  was n o t  a f f e c t e d  by p r e f e r e n c e  f o r  th e  named com peting 
b ra n d ,  bu t c la im  c r e d i b i l i t y  was.
1
V. K an ti  P r a s a d ,  "C o m m u n ic a t io n s -E ffe c t iv en e ss  o f  Com parative 
A d v e r t i s in g :  A L ab o ra to ry  A n a l y s i s , "  J o u rn a l  o f  M arketing  R ese a rch ,
X I I I  (May, 1976), pp . 128-137.
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F i n a l l y ,  s u b je c ts  d id  n o t  p e rc e iv e  th e  c o m p e t i t iv e  p o s i t i o n  o f  the  
com parative  a d 's  sponsor a s  be ing  h ig h e r  than  d id  s u b je c t s  v iew ing  the  
"Brand X" type  o f  ad s .
T h e re fo re ,  from P r a s a d 's  s tu d y ,  th e  on ly  advantage t h a t  seems to  
e x i s t  when u s in g  com parative  a d s ,  as compared to  u s in g  "Brand X" a d s ,  
i s  t h a t  w i th  com parative  ads th e r e  i s  a s i g n i f i c a n t l y  h ig h e r  r e c a l l  o f  
th e  a d v e r t i s e d  c la im s .
Methodology
The methodology o f  th e  experim ent was execu ted  in  fou r  p h a se s .
In  phase one , brand  p re fe re n c e s  were de te rm in ed , p a r t i c u l a r l y ,  p r e f ­
erence  f o r  Kodak, s in c e  i t  was the  named c o m p e ti to r  used  in  th e  e x p e r i ­
m e n t 's  com parative  ad .
In  phase two, th e  s u b je c t s  were d iv id e d  in to  two groups w i th  each 
s u b je c t  be in g  given  a p o r t f o l i o .  The p o r t f o l i o  c o n ta in e d  tw elve  pages! 
two a r t i c l e s ,  fo u r  f i l l e r  a d s ,  and a f i f t h  ad designed  e s p e c i a l l y  f o r  
the  purpose  o f  the  s tu d y .  In  one group , t h a t  ad was a com parative  and 
in  the  o th e r  i t  was a "Brand X" ad . In  bo th  groups th e  ad was t h i r d  
in  o rd e r  o f  p r e s e n ta t io n .
Phase th r e e  c o n s i s t e d  of a d m in is te r in g  a q u e s t io n n a i r e  to  d e t e r ­
mine brand  r e c a l l  and th e  l e v e l  o f  c la im  r e c a l l ,  which was sco red  
acco rd ing  to  how w e ll  th e  s u b je c t  r e c a l l e d  th e  m ajor and secondary  
c la im s .  The q u e s t io n n a i r e  a l s o  r e q u i r e d  th e  s u b je c t s  to  r a t e  the  
c r e d i b i l i t y  o f  th e  a d v e r t i s e d  c la im s as  w e l l  as  th e  c o m p e t i t iv e  p o s i ­
t i o n  o f  th e  sponsoring  b ran d .
F i n a l l y ,  a n a ly s i s  o f  v a r ia n c e  was used  to  de term ine  r e s u l t s  1, 2 , 
and 4 , and a Mann Whitney U t e s t  was used  to  show t h a t  p e rc e iv e d  c la im  
c r e d i b i l i t y  was judged lower by consumers o f  th e  named competing b rand .
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O th e r  C o n s id e ra t io n s
The g e n e ra l  p u rpose  o f  t h i s  s e c t i o n  i s  to  p o i n t  ou t f a c t o r s  o r  
i n f l u e n c e s  which d id  o r  co u ld  have a f f e c t e d  th e  v a l i d i t y  and th e  r e l i ­
a b i l i t y  o f  th e  s t u d y 's  c o n c lu s io n s .  C o n seq u en tly ,  a s i m i l a r  s e c t i o n  
w i l l  fo l lo w  each  o f  t h e  fo u r  s t u d i e s  t h a t  rem ain  to  be d i s c u s s e d .  I t  
sh o u ld  a l s o  be p o in te d  o u t  t h a t  th e  o rd e r  i n  which th e s e  f a c t o r s  a re  
p r e s e n te d  i s  n o t  in te n d e d  in  any way to  be c o r r e l a t e d  w i th  t h e i r  impor­
ta n c e  o r  in f lu e n c e  on th e  p a r t i c u l a r  s tu d y  under e x am in a tio n .
The f i r s t  c o n s i d e r a t io n  to  be made o f P r a s a d 's  s tu d y  d e a l s  w i th  
th e  s u b j e c t s  u sed . T hat i s ,  a l l  s u b j e c t s  were s tu d e n t s  in  b u s in e s s  
a d m in i s t r a t i o n  a t  a m id -w es te rn  u n i v e r s i t y .  T h e re fo re ,  one shou ld  
c o n s id e r  how r e p r e s e n t a t i v e  th e  sample was b e fo re  g e n e r a l i z a t i o n s  a re  
d ev e lo p ed .
The r e s e a r c h  d e s ig n  c o n s i s t e d  o f  fo u r  groups - -  exposed to  th e  
co m p ara tiv e  ad o r  th e  "Brand X" a d ,  and Kodak most p r e f e r r e d  o r  n o t  
most p r e f e r r e d .  The number o f  s tu d e n t s  i n  each  group ran g ed  from 42 
to  60 .
A second c o n s i d e r a t io n  i s  th e  p ro d u c t  used  f o r  t e s t i n g  - -  a 
movie cam era . I t  would seem c o l l e g e  s tu d e n t s  would n o t  have a h ig h  
i n t e r e s t  l e v e l  in  such a p ro d u c t  and c o n se q u e n t ly ,  t h i s  low invo lvem ent 
co u ld  have had some e f f e c t  on th e  r e s u l t s .
A t h i r d  c o n s id e r a t io n  i s  t h a t  th e  sp o n so r in g  b ran d  f o r  th e  two 
ads  o f  i n t e r e s t  was a name co in ed  f o r  th e  e x p e r im en t .  Thus, each  ad 
r e p r e s e n t e d  th e  f i r s t  exposu re  to  th e  b ra n d .  The s tu d y  concluded  t h e r e  
was e q u a l  b r a n d - r e c a l l  e f f e c t i v e n e s s  (ab o u t 40% c o r r e c t  r e c a l l )  f o r  th e  
two ad  t y p e s .  T h is  c o u ld  have e a s i l y  been th e  r e s u l t  o f  u s in g  an unknown 
b ra n d  f o r  a low i n t e r e s t  p r o d u c t ,  r a t h e r  th a n  t h e r e  b e in g  l i t t l e  d i f f e r e n c e
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in  com parative  ads and "Brand X" a d s .
A f i n a l  c o n s id e r a t io n  i s  t h a t  th e  only  r e a l  d i f f e r e n c e  in  th e  two 
ads under s tudy was th e  naming o f  th e  lead ing  c o m p e t i to r  (Kodak) o r  
th e  u se  of the  p h ra se  " th e  le ad in g  c o m p e t i to r ."  T h e re fo re ,  v e ry  l i t t l e  
d i f f e r e n c e  e x i s t e d  i n  th e  ad s .  In  te rm s o f a c tu a l  com parisons, on ly  
th r e e  s u b je c t iv e  ones were used . — "We took K odak 's  g r e a t  id ea  ( t h e  
e x i s t i n g  l i g h t  c am era ) ,  and added p e r f e c t i o n  to  i t , "  " . . .  w i th  
g re a t  f e a tu r e s  to  ou tperfo rm  K odak 's  XL cam era ,"  and "Ronar ou tperfo rm s  
and o u t f e a tu r e s  Kodak." - -  O bv ious ly , the  com parison invo lved  th e  mere 
naming o f  a c o m p e t i to r  and a few s u b je c t iv e  p r o d u c t - s u p e r io r i t y  c la im s .
W ilso n 's  Experiment
Wilson conducted  an e m p ir ic a l  e v a lu a t io n  o f com parative  ads w hich
2
p ro v id e d  l i t t l e  o r  no f a c tu a l  in fo rm a t io n .
R e s u l t s
The study concluded  t h a t  consumers view com parative  ads u s in g  
s u b je c t iv e  m essages as l e s s  b e l i e v a b le ,  o f  le s s  in fo rm a t io n  v a lu e ,  and 
more o f f e n s iv e .  W ilson a lso  no ted  random d i f f e r e n c e s  f o r  the  com para tive  
a d s '  a b i l i t y  to  change th e  consum er's  view of th e  p r o d u c t ,  p roduc t 
q u a l i t y  r a t i n g ,  and t r u s tw o r th in e s s  o f  th e  sponsor.  H is g en era l  
co n c lu s io n  was t h a t  n o n - f a c tu a l  com parisons should  be avoided and t h a t  
th ey  p ro v id e  credence  to  th e  s u g g e s t io n  t h a t  com parative  ads may f u r t h e r  
add to  th e  n e g a t iv e  image o f a d v e r t i s i n g .
2R. Dale W ilson , "An E m p ir ica l  E v a lu a t io n  o f Comparative A d v e r t i s in g  
M essages: S u b je c t s '  Responses on P e rc e p tu a l  D im ensions,"  Advances in
Consumer R esearch ,  S ix th  Annual C onference , ed . B ev e r le e  B. Anderson 
( C in c in n a t i ,  Ohio, O ctober 30 , 1975), pp . 53-7 .
Methodology
Two groups were exposed to  one o f  two p o r t f o l i o s  c o n ta in in g  e ig h t  
a d s .  The ads were e i t h e r  a l l  c o m p ara tiv es ,  o r  a l l  s in g le -p ro d u c t  ads 
which had been m odif ied  by d e le t in g  the  c o m p e t i to r 's  name o r  by u s in g  
p h ra s e s  such a s  "any o th e r  brand" or " o th e r  b ra n d s ."  Well-known brands 
were used , and th e  ad o rd e r  was random ized.
A f te r  each  ad , th e  s u b je c t s  com pleted a page o f  sev e n -p o in t  
s c a l e s .  S u b je c ts  r a t e d  each ad on th e  b a s i s  o f  amount o f  in fo rm a t io n ,  
b e l i e v a b i l i t y ,  i n t e r e s t  c o n te n t  o f  th e  a d ,  and o f f e n s iv e n e s s .  The 
a d v e r t i s e d  p ro d u c t  was r a t e d  on changed view towards the  p roduc t and 
l e v e l  o f  p ro d u c t  q u a l i t y .  The sponsor was r a t e d  on t r u s tw o r th in e s s .  
Thus, seven re sp o n se  v a r i a b l e s  were c o l l e c t e d  on each o f  th e  p o r t f o l i o ' s  
e ig h t  ads .
The c o l l e c t e d  d a ta  were analyzed  by u s in g  a n a ly s i s  o f  v a r ia n c e  
and a com parison of mean d i f f e r e n c e s  o f  th e  seven re sp o n ses  fo r  each 
ad .
O ther C o n s id e ra t io n s
Wilson ad m it te d  th e  s tudy  was conducted on a  l im i te d  b u d g e t ,  in  
one g e o g ra p h ic a l  a r e a ,  and used  a sm all sample and number of ads .
In  a d d i t io n  to  th e  a d m it te d ly  sm all samples o f  35 and 40 s u b je c t s ,  
th e  s u b je c t s  were s tu d e n ts  e n r o l le d  in  m ark e tin g  c l a s s e s  a t  th e  U niver­
i t y  o f  Iowa. T h e re fo re ,  th e  n a tu re  o f  th e  s u b je c t s  must be c o n s id e re d  
when s tu d y in g  th e  r e s u l t s  g iven  above.
Another c o n s id e r a t io n  i s  th a t  Wilson c o l l e c t e d  o r d in a l  s c a l in g  
re sp o n se s  and assumed they  were i n t e r v a l  r e s p o n s e s ,  which seems to  be 
a common p r a c t i c e  In  m a rk e tin g .  In  a d d i t i o n ,  he a l s o  assumed the
re sp o n se s  were independent even though he s t a t e d  t h a t  th e y  were a l l  
h ig h ly  c o r r e l a t e d .  F a c to r  a n a ly s i s  d id  n o t  p ro v id e  s u f f i c i e n t  ev idence  
as to  w hich v a r i a b l e s  should  have been e l im in a te d ,  th u s  independence 
was assumed w ith  a w arn ing  to  e x e r c i s e  c a u t io n  when i n t e r p r e t i n g  the  
s t u d y 's  r e s u l t s .
A r e l a t e d  c o n s id e ra t io n  i s  t h a t  w ith  t h i s  o r d i n a l ,  h ig h ly  c o r r e ­
l a t e d  d a t a ,  a n a ly s is  o f  v a r ia n ce  was used — an obvious v i o l a t i o n  o f 
the  m e th o d 's  b a s ic  a ssum ptions .
S t i l l  another c o n s id e r a t io n  i s  th e  ty p es  o f  p ro d u c ts  used in  the  
ad s .  Most of them were low i n t e r e s t  p ro d u c ts  such as soap , c a t  food , 
d eo d o ra n t ,  to o th p a s te  and mouthwash. Two p ro d u c ts  t h a t  were used and 
p ro b ab ly  had some p ro d u c t  i n t e r e s t  were c r e d i t  c a rd s  and au tom ob ile s . 
With low p roduc t i n t e r e s t  and l i t t l e  com parative  in fo rm a t io n  g iv en , 
a g e n e r a l  co nc lus ion  t h a t  com para tives  a re  no t advantageous i s  n o t  
any s u r p r i s e .
A lso  of i n t e r e s t  i s  the  t a b l e  p re s e n te d  w i th  th e  s tudy  t h a t  shows 
the  mean d i f f e r e n c e s  i n  th e  two ad types  f o r  each of the  seven re sp o n se  
v a r i a b l e s  t o  each o f  t h e  e ig h t  a d s .  Of th e  f i f t y - s i x  mean d i f f e r e n c e s ,  
sev en teen  were no t in  t h e  expected  d i r e c t i o n ,  t h a t  i s ,  th e  com parative  
ads were r a t e d  h ig h e r  on th e  average seven teen  ou t o f  f i f t y - s i x  t im e s .  
E igh t o f  th e s e  seven teen  re sp o n ses  were re sp o n ses  to  ads fo r  c r e d i t  
c a rd s  and au tom ob iles .  Th is  seems to  i n d i c a t e  t h a t  i f  some p roduc t 
i n t e r e s t  e x i s t s ,  com paratives  may be more e f f e c t i v e .  — Note the  
e ig h t  re sp o n se s  a re  o u t  of a t o t a l  o f  fo u r te e n  re sp o n se s  fo r  th e  two 
p ro d u c t  c a te g o r ie s .
Of f u r t h e r  i n t e r e s t  re g a rd in g  t h i s  same t a b l e  i s  t h a t  f o r  f iv e  o f  
e ig h t  p r o d u c ts ,  com parative  ads had h ig h e r  mean re sp o n ses  f o r  th e
v a r i a b l e ,  changed view o f  th e  p ro d u c t .  This  r e s u l t  seems to  c o u n te r  
th e  s u g g e s t io n ,  n o t  to  u se  c o m p ara tiv es .  This  t a b l e  a ls o  r e v e a le d  
t h a t  h a l f  th e  mean r a t i n g s  f o r  sponsor t r u s tw o r th in e s s  were g r e a t e s t  
f o r  th e  com parative  a d s .  S im i la r ly ,  p ro d u c t  q u a l i t y  was r a t e d  h ig h e r  
f o r  com para tive  ads  in  h a l f  o f  th e  p ro d u c t  c a t e g o r i e s .
The above seems to  sugges t  t h a t  p o s s ib ly  i f  o th e r  v a r i a b l e s  a re  
c o n s id e re d ,  such as th e  amount o f  f a c t u a l  in fo rm a t io n ,  number o f  named 
c o m p e t i to r s ,  p ro d u c t  i n t e r e s t ,  and o t h e r s ,  then  com parisons may be 
more e f f e c t i v e  th an  s in g le -p ro d u c t  a d s .
F i n a l l y ,  Wilson p o in t s  ou t t h a t  th e  r e s u l t s  were e i t h e r  p ro d u c t  
o r  ad s p e c i f i c .  Perhaps t h i s  was th e  r e s u l t  of n o t  enough v a r i a b l e s  
be ing  c o n s id e re d  o r  c o n t r o l l e d .
Golden’ s Experiment
Golden i n v e s t i g a t e d  th e  r e l a t i v e  in f lu e n c e  on p u rchase  i n t e n t i o n s  
o f  com parative  and non-com para tive  ads i n  terms o f th e  a d v e r t i s e r ’ s 
c o m p e t i t iv e  p o s i t i o n ,  c la im  s u b s t a n t i a t i o n ,  and copy theme manipu­
la tion ."^
R e s u l t s
From th e  i n v e s t i g a t i o n ,  Golden concluded  t h a t  pu rch ase  in f lu e n c e  
r a t i n g s  were n o t  s i g n i f i c a n t l y  d i f f e r e n t  f o r  com parative  ad s .  B u t ,  
copy theme was found to  have a p o s i t i v e  in f lu e n c e  on purchase  i n t e n t i o n .  
Thus, in  choosing  an a d v e r t i s i n g  s t r a t e g y ,  t h i s  f in d in g  su g g es ts  t h a t
Linda L. Golden, "Consumer R e a c t io n s  to  Comparative A d v e r t i s in g ,"  
Advances in  Consumer R esearch , P roceed ings  o f th e  A ss o c ia t io n  f o r  
Consumer R esea rch , S ix th  Annual C onfe rence , ed . B ev e r lee  B. Anderson 
( C in c in n a t i ,  Ohio, October 3 0 ,  1975), pp . 63-7 ,
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s p e c i f i c  com parative  themes shou ld  d e f i n i t e l y  be c o n s id e re d .
Golden a l s o  found a s i g n i f i c a n t  i n t e r a c t i o n  between copy theme and 
c o m p e t i t iv e  p o s i t i o n  o f  th e  sp o n so r .  This i n t e r a c t i o n  in  tu rn  was 
found to  in f lu e n c e  p u rchase  i n t e n t i o n s .
T h e re fo re ,  th e  o v e r a l l  c o n c lu s io n  o f  th e  s tudy  was t h a t  on ly  when 
copy theme i s  c o n s id e re d  can com para tives  be more e f f e c t i v e  than  non­
co m p ara tiv es .
Methodology
G o ld en 's  f i r s t  s te p  in  c o l l e c t i n g  d a ta  was brand lo y a l ty  d e t e r ­
m in a t io n .  These r e s u l t s  were th e n  used to  c o n t r o l  f o r  t h a t  v a r i a b l e .
N ext, s u b je c t s  were exposed to  one o f  t h i r t y - s i x  a d s .  This  was
n e ce ssa ry  in  o rd e r  to  t e s t  f o r  two ad types  (com para tive  o r  n o t ) ,  t h r e e
brand c o m p e t i t iv e  le v e l s  ( f i r s t ,  t h i r d ,  o r  new ), two l e v e l s  o f  c la im s  
s u b s t a n t i a t i o n  ( s u b s t a n t i a t e d  o r  n o t ) ,  and t h r e e  copy themes (n a tu re  o f  
th e s e  themes was n o t  g iv e n ) .
A f te r  s u b je c t s  were exposed to  one o f  the  ad ty p e s ,  a q u e s t io n n a i r e
was used to  r a t e  the  l i k e l ih o o d  o f  purchase  and the  im portance o f  c e r t a i n
p ro d u c t  a t t r i b u t e s .  The second r a t i n g  was done to  v e r i f y  th e  s a l i e n c y  o f 
th e  a t t r i b u t e s  used  in  th e  ad copy.
The d a ta  were then  an a ly zed  by use o f  a n a ly s i s  o f  c o v a r ian c e .
Other C o n s id e ra t io n s
As w i th  th e  p re v io u s  two e x p e r im en ts ,  c o l le g e  s tu d e n t s  were used 
as s u b j e c t s .  Though a sample s i z e  o f  594 seems im p ress iv e  when one 
c o n s id e rs  t h a t  36 ads o r  c e l l s  were used in  th e  s tu d y , t h i s  y ie ld s  an 
average o f  l e s s  than  sev en teen  s tu d e n t s  be in g  exposed to  each s p e c i f i c  
ad ty p e .
A second c o n s id e r a t io n  would seem t o  be Golden*s f a i l u r e  to  
d e s c r ib e  th e  n a tu r e  o f  th e  copy theme m a n ip u la t io n s  beyond a r e f e r e n c e  
o f  o n e ,  two, o r  th re e *  T h is  seems p a r t i c u l a r l y  im p o r ta n t  s in c e  copy 
theme was shown t o  in f lu e n c e  pu rch ase  i n t e n t i o n s .  Subsequent communi­
c a t i o n  by th e  a u th o r  w i th  Golden, however, r e v e a le d  t h a t  th e  copy themes 
u sed  in  th e  exper im en t were p ro d u c t  s p e c i f i c .  T h e r e f o r e ,  copy theme 
m a n ip u la t io n  r e p r e s e n t s  a usage  c o n s i d e r a t i o n  more th a n  a  c o n s i d e r a t io n  
to  be made i n  a c c e p t in g  th e  r e s u l t s  o f  t h i s  s tu d y .
F i n a l l y ,  a v a l i d a t i o n  s tu d y  was done t o  show t h a t  f o r  a g iv en  
copy theme, t h e r e  were no e f f e c t s  due to  u s in g  a com para tive  v e r s u s  
a s ta n d a rd  ad .  However, from th e  d e s c r i p t i o n  g iv e n ,  th e  co m p ara t iv e  ad 
in  th e  v a l i d a t i o n  s tu d y  a p p a r e n t ly  c o n ta in e d  v e ry  l i t t l e  com parison , 
as  w e l l  as a v e ry  s u b je c t iv e  one . I t  a p p ea rs  to  have been l i t t l e  more 
th a n  naming a c o m p e t i to r .  W i ls o n 's  s tu d y ,  d is c u s s e d  above, showed 
co m p ara t iv es  w hich g ive  l i t t l e  o r  no f a c t u a l  in fo rm a t io n  a r e  i n e f f e c t i v e .  
Thus, i t  seems, th e  v a l i d a t i o n  s tu d y  shou ld  be q u e s t io n e d ,  p a r t i c u l a r l y ,  
s in c e  th e  c o m p ara tiv es  in  th e  main s tu d y  ap p ea r  t o  have c o n ta in e d  a 
g r e a t e r  l e v e l  o f  com parison .
The O gilvy  and M ather Experim ent
This  exper im en t was c o n d u c ted  to  d e te rm in e  d i f f e r e n c e s  in  th e  
e f f e c t s  o f  3 0 -seco n d  t e l e v i s i o n  com m ercials  t h a t  name c o m p e t i to r s  
v e r s u s  com m ercials  n o t  s p e c i f i c a l l y  i d e n t i f y i n g  c o m p e t i to r s .
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The E f f e c t s  o f  C om parative  T e le v i s io n  A d v e r t i s in g  t h a t  Names
Competing Brands (New York: O g ilvy  and M ather R e se a rch ,  1976).
R e s u l t s
In  t h i s  s tu d y  th r e e  s e t s  o f  ads were a n a ly z e d :  a l l  c o m p ara t iv e s ,
a l l  n o n -c o m p a ra t iv e s ,  and a  mix o f  co m p ara tiv es  and n o n -c o m p a ra t iv e s .  
From th e  a n a l y s i s ,  seven m a jo r  f i n d i n g s  were made.
(1) The s e t  o f  a l l  c o m p a ra t iv e s  c r e a t e d  g r e a t e r  n e g a t iv e  a t t i ­
tu d es  tow ard  a d v e r t i s i n g  in  te rm s  o f  b e l i e v a b i l i t y  and c o n fu s io n .
(2) The co m para tives  d id  n o t  c r e a t e  a  h ig h e r  aw areness  o f  th e  
sponsored  b ra n d s .
(3) The c o m p ara tiv es  d id  g e n e r a te  g r e a t e r  sponso r  m i s i d e n t i f i -  
c a t i o n  w i th  th e  named c o m p e t i to r s  b e n e f i t i n g .
(4) D e s p i te  i t s  n o v e l t y ,  t h e  on ly  c o m p ara tiv e  ( c o n t r o l )  commercial 
in  th e  non -co m p ara tiv e  group d id  n o t  in c re a s e  b ra n d  aw areness .
(5) The co m para tives  c r e a t e d  more s k e p t i c i s m  toward th e  commer­
c i a l s '  c la im s  and more m iscom m unication .
(6 ) In  m ost c a s e s ,  th e  co m p ara tiv e  com m ercia ls  were no more 
p e r s u a s iv e  th a n  th e  n o n -c o m p a ra t iv e s .
(7) When o n ly  one co m p ara t iv e  was seen in  a  group o f non-compara­
t i v e s ,  i t  was found to  be s i g n i f i c a n t l y  more p e r s u a s i v e ,  i n  te rm s  o f 
change in  p a s t  p u rc h a se s  v e r s u s  p o s t -p u rc h a s e  i n t e n t i o n s .  B u t ,  n o te  
t h a t  in  r e s u l t  # 4 ,  t h i s  same ad d id  n o t  s i g n i f i c a n t l y  i n c r e a s e  b rand  
aw aren ess .
Methodology
The e x p e r im e n ta l  d esign  was d e s c r ib e d  as  a p r e - p o s t  copy t e s t  
which in c lu d e d  exposure  to  one o f  t h r e e  s e t s  o f  3 0 -seco n d  t e l e v i s i o n  
com m ercia ls . The t h r e e  s e t s  o f  e i g h t  ads were com prised  in  th e  fo l lo w in g  
manner: 7 c o m p ara tiv es  and 1 n o n -c o m p a ra t iv e ,  7 n o n -c o m p a ra t iv e s  and 1
co m p ara tiv e ;  and th e  t h i r d  group was a m ix tu re  o f  co m p ara t iv e s  and non­
c o m p a ra t iv e s ,  in c lu d in g  a c o n t r o l  ad  o f  each ty p e .
In  each s e t  th e  same b ran d s  were used  w i th  t h e  on ly  d i f f e r e n c e  
i n  th e  ads b e in g  w hether o th e r  b ra n d s  were m en tio n ed  o r n o t .  The items 
s e l e c t e d  f o r  th e  s tu d y  were o f  h ig h  in c id e n c e ,  u s u a l l y  p u rc h a se d  by
fem ales , had r e l a t i v e l y  s h o r t  purchase c y c l e s ,  and were lo w - t ic k e t  
i tem s . The i tem s in c lu d e d  th r e e  brands o f  one h e a l t h  and beauty  a i d ,  
two b rands  o f  a drug p ro d u c t ,  and one b ran d  o f  a second h e a l th  and 
beauty  a id  p ro d u c t .  In  a d d i t i o n  to  th e s e  i te m s ,  th e  c o n t r o l ,  compara­
t i v e  commercial was fo r  a household  p ro d u c t  and th e  c o n t r o l ,  non­
com parative  was fo r  a b e v e rag e .
Other C o n s id e ra t io n s
S ince  th e  r e p o r t  t h a t  p re s e n te d  th e  s tu d y  on ly  d e sc r ib e d  th e  r e ­
sea rch  d e s ig n  as a p r e - p o s t  copy t e s t  and gave l i t t l e  d e t a i l  of the  
a c tu a l  m ethodology, v e ry  l i t t l e  can be p o in te d  ou t as c o n s id e r a t io n s  
to  be made concern ing  th e  r e s u l t s .  However, a few p o i n t s  can be made.
The sample c o n s is te d  o f  t h r e e  s e t s  o f  150 fem ale heads o f house­
h o ld .  In  th e  s tudy  to  fo l lo w ,  i t  was found t h a t  men showed a g r e a t e r  
p o s i t i v e  re sp o n se  to  com p ara tiv es  than  women. Thus, t h i s  c o n s id e r a t io n  
must be in c lu d e d .  However, one a lso  must n o te  t h a t  th e  t e s t  p ro d u c ts  
were p ro d u c ts  th a t  a re  n o rm a lly  purchased  by women.
A second c o n s id e ra t io n  i s  t h a t  a l l  t h e  comparisons were 30-second
t e l e v i s i o n  a d s .  But, as p o in te d  ou t in  th e  fo l lo w in g  s tu d y ,  can a
forum as  s h o r t  as a 30 -second  commercial be adequate  to  f a i r l y  communi-
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c a te  a comparison? Even t h i s  s tudy  i n d i r e c t l y  makes t h i s  p o in t  in  
i t s  c o n c lu s io n  and f u r th e r  su g g es ts  t h a t  d i f f e r e n t  e f f e c t s  may be found 
f o r  o th e r  m ed ia ,  such as p r i n t .
^ E rn es t  A. Rockey, Comparative A d v e r t i s in g , F a i r  o r  U n fa i r? 
E f fe c t iv e  o r  I n e f f e c t i v e ? A Report to  t h e  A. N. A. T e le v is io n  Workshop, 
New York C i ty ,  February 2 4 -2 5 ,  1976, P re p a re d  by Gallup and Robinson, 
I n c . ,  1976, p .  1.
R e la te d  t o  th e  above i s  t h a t  th e  com parisons were a p p a r e n t ly  th e  
mere naming o f  c o m p e t i to r s .  I t  was p o in t e d  ou t above, th e  o n ly  d i f f e r ­
ence in  th e  t h r e e  s e t s  o f  ads  was w h e th e r  th e  com m ercials  named compet­
in g  b rands  o r  n o t .  Thus, i t  seems l i t t l e  in fo rm a t io n  was g iv en  f o r  th e  
p u rpose  o f com parison .
F i n a l l y ,  th e  s tudy  u sed  t h r e e  b ra n d s  o f  one h e a l t h  and b e a u ty  a i d  
p l u s  one b ra n d  o f  a second h e a l t h  and b e a u ty  a id .  C o n seq u en tly ,  h a l f  
t h e  ads in  e ach  s e t  o f  e i g h t  ads were f o r  h e a l t h  and b e au ty  a i d s .  With 
such s i m i l a r i t y  o f  p r o d u c t s ,  p lu s  o n ly  30 -second  a d s ,  p lu s  th e  naming 
(and  a p p a r e n t ly  on ly  t h a t  in fo rm a t io n )  o f  c o m p e t i to r s ,  i t  i s  f a i r l y  
e a sy  to  see  why most o f  t h e  s tu d y  r e s u l t s  were found , i n  p a r t i c u l a r ,  
t h e  m i s i d e n t i f i c a t i o n  o f  t h e  a d s '  s p o n s o rs .
The G allup  and Robinson S tudy
The G a llu p  and Robinson s tu d y  d i f f e r s  from th e  above s t u d i e s  in  
t h a t  th ey  w ere  exper im en ts  w h ile  t h i s  s tu d y  was an a n a ly s i s  o f  b rand  
c o n t r a s t s  w hich  appeared  on t e l e v i s i o n  ov e r  a two and o n e - h a l f  y ea r  
p e r io d .
R e s u l t s
From t h e i r  a n a ly s i s  o f  97 co m p ariso n s ,  G allup  and Robinson d i s ­
co v ered  a number o f  i n t e r e s t i n g  r e s u l t s  co n ce rn in g  usage o f  com pari-
6so n s .
F i r s t ,  c o r r e c t  sp o n so rsh ip  naming can be a problem  and c o n s id e r ­
a b le  a t t e n t i o n  can  be g iv en  th e  named c o m p e t i to r .  T h is  a l s o  was found 
i n  th e  O gilvy  and M ather s tu d y .  A second  f in d in g  was t h a t  "b ran d
r e g i s t r a t i o n ” d i f f e r e n c e s  were s i g n i f i c a n t  when au d io  and v id eo  compara- 
t i v e s  were u sed  v e r s u s  au d io  o n ly .  T h is  r e s u l t  seems re a s o n a b le  s in ce  
t h e r e  would be a g r e a t e r  chance o f  a v iew er p e r c e iv in g  a com para tive  ad 
which shows, a t  l e a s t ,  a com peting b ra n d ,  o r  even b e t t e r ,  g iv e s  a 
v i s u a l  d e m o n s tra t io n  o f  s u p e r i o r i t y  ov e r  a com peting b ra n d ,  as  compared 
to  a mere m en tio n in g  o f  a c o m p e t i to r .  I t  m ight a l s o  be n o te d  t h a t  by 
u s in g  bo th  th e  aud io  and v id e o  e lem en ts  o f  a t e l e v i s i o n  com m ercial, a 
sponsor can  u s u a l l y  p ro v id e  more in fo rm a t io n  t h a t  can  be comprehended 
and r e t a i n e d  th a n  by aud io  o n ly .  C o n seq u en tly ,  more in f o r m a t io n a l  
com parisons a r e  p o s s i b l e .
A nother o f  th e  s t u d y 's  f in d in g s  was t h a t  g r e a t e r  b ra n d  r e g i s t r a t i o n  
e x i s t e d  when two o r  more p ro d u c t  a t t r i b u t e s  were com pared. G re a te r  
r e g i s t r a t i o n  a l s o  accompanied com parisons which compared two o r  more 
c o m p e t i to r s .  T h is  c o r r e l a t e s  w i th  t h e  p o in t  made above c o n ce rn in g  th e  
u se  o f  b o th  aud io  and v id e o  f o r  co m parisons . — When more in fo rm a t io n  
i s  g iv e n ,  com p ara tiv e  ads  seem to  be more e f f e c t i v e .
The s tu d y  a l s o  found t h a t  when p r i c e  was em phasized , b ran d  
r e g i s t r a t i o n  was below norm al w h i le  n o n - p r ic e  em phasis had  th e  h ig h e s t  
r e g i s t r a t i o n .
F i n a l l y ,  t h e  s tu d y  found  b ran d  r e g i s t r a t i o n  was s i g n i f i c a n t l y  
b e t t e r  fo r  men th a n  women.
Methodology
The s tu d y  c o n s i s t e d  o f  a n a ly z in g  97 com parisons on t e l e v i s i o n  
from mid-1973 th ro u g h  1975.
R e c a l l  was used  to  f i n d  q u a n t i t a t i v e  and q u a l i t a t i v e  r e a c t i o n s  
t o  th e  co m parisons . The e x a c t  n a tu r e  o f  th e  q u a l i t a t i v e  v a r i a b l e s
was n o t  g iven , o n ly  t h a t  they  had no s i g n i f i c a n t  in f lu e n c e  on fa v o ra b le  
buying  a t t i t u d e .
The s tudy  d id  c o n t r o l  fo r  commercial le n g th ,  s ex ,  time o f day, 
and y e a r  of b r o a d c a s t .  The a n a l y s i s  e v a lu a te d  each  commercial a g a in s t  
a l l  o th e r  commercials used f o r  th e  same b ra n d ,  t h u s ,  brand was a lso  
c o n t r o l l e d .
O ther C o n s id e ra t io n s
S ince  th e  a c t u a l  methodology was n o t  g iven  in  d e t a i l ,  l i t t l e  can 
be done to  su g g es t  c o n s id e r a t io n s  to  be made in  u s in g  th e  s tu d y  r e s u l t s .  
T h e re fo re ,  i t  i s  n e c e s sa ry  to  assume t h a t  th e  r e s u l t s  a re  v a l i d .  In  
g e n e r a l ,  t h i s  seems to  be a r e a so n a b le  assum ption .
Summarizing th e  S tu d ie s
I f  one i s  w i l l i n g  te m p o ra r i ly  to  assume t h a t  th e  r e s u l t s  found in
the  p rec ed in g  f i v e  s tu d ie s  a re  v a l i d ,  d e s p i t e  th e  shortcom ings which
have been d is c u s s e d ,  then  the  f i g u r e  on th e  fo l lo w in g  page can  be used
as a gu ide  fo r  com parative  a d v e r t i s i n g  usage .
I n  F igu re  1, t h r e e  b a s ic  communication f a c t o r s  a re  g iven :
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communicator, m essage, and re s p o n se .  Under each communication f a c t o r  
i s  l i s t e d  v a r io u s  outcomes found in  th e  p rec ed in g  s t u d i e s .  Each of 
th e se  s e p a ra te  outcomes was found to  have c e r t a i n  in f lu e n c in g  v a r i a b l e s .  
These in f lu e n c in g  v a r i a b l e s  a re  shown l in k e d  to  th e  v a r io u s  outcomes by 
use o f  d o t te d  l i n e s .  For example, in  th e  O gilvy and Mather ex p e r im en t ,  
a s in g l e  com parative  ad among non-com parative  ads was found more p e r ­
su as iv e  th an  s e t s  o f  a l l  com para tives  o r  a l l  n o n -co m p ara tiv es .  Th is
A g e n e ra l  d i s c u s s io n  o f  communication f a c t o r s  i s  g iven  in  th e  nex t 
c h a p te r .
Communicator
F ig .  1
KNOWN RESULTS AND THEIR INFLUENCING FACTORS 
Message Response
—I Sex (5)
More p e rs u a s iv e  (4)
— Copy theme (3)
M is id e n t i f i c a t io n  
(4  & 5)___________
Presence  o f  o th e r  
com paratives  (4 )
Higher b rand  
r e g i s t r a t i o n  (5)
Purchase 
i n t e n t i o n  (3)
Low claim s 
c r e d i b i l i t y  (1 & 4)
#  o f  b rands 
named (5)
#  of a t t r i b u t e s  
g iven  (5)
P re fe ren ce  fo r  
named co m p eti to r  (1 )
Absence o f  o th e r  
com paratives  (4)
Com petitive l e v e l  
o f  sponsorsh ip  (3)
Audio and v ideo  
u s e r  (5)
L i t t l e  g iven  in fo rm a t io n
Low i n t e r e s t  p ro d u c ts
N on-price  
com paratives  
used  (5)
Miscommunication (4)
More o f f e n s iv e  (2)
More c la im  r e c a l l  (1)
Less in fo rm atio n  
v a lu e  (2)
C onfusing (4 )
Less b e l ie v a b le  (2 & 4)
L i t t l e  brand d i f f e r e n c e  
seen (5)
Note: Arrows i n d ic a t e  e m p ir ic a l  l in k a g e s .
Numbers r e f e re n c e  th e  co rre sp o n d in g  s tu d ie s  and t h e i r  f in d in g s :
(1 ) P rasad  (2 ) Wilson (3) Golden (4) O gilvy and Mather (5 ) Gallup and Robinson
r e s u l t  i s  shown in  th e  upper r i g h t  co rn e r  o f  th e  f i g u r e .
The purpose o f  F igu re  1 i s  to  h e lp  th e  re a d e r  to  o rg an ize  and 
summarize th e  f in d in g s  o f  th e  s tu d ie s  above i n to  a f a i r l y  sim ple 
c o n ce p tu a l  scheme. However, th e  re a d e r  must be m in d fu l  o f  th e  f a c t  
t h a t  th e  f ig u r e  was c o n s t ru c te d  under th e  assum ption t h a t  a l l  th e  
s tudy  f in d in g s  were v a l i d .
CHAPTER I I I
STUDIES RELATED TO COMMUNICATION AND PERSUASION
The purpose o f  th e  two p reced in g  c h a p te rs  was to  acqua in t th e  
r e a d e r  w ith  the  e x i s t i n g  com parative  a d v e r t i s i n g  l i t e r a t u r e .  For t h i s  
c h a p te r ,  the  purpose i s  to  examine th e  r e s u l t s  o f  s tu d ie s  which r e l a t e  
to  th e  more g en e ra l  fu n c t io n s  o f  communication and p e r s u a s io n ,  and to  
su g g es t  t h e i r  im p l ic a t io n s  fo r  com parative  a d v e r t i s i n g .
D e f in i t io n  o f  Communication
For t h i s  s tudy , communication was d e f in e d  as th e  p rocess  by 
which an in d iv id u a l  ( t h e  communicator) t r a n s m i ts  s t i m u l i  to  modify th e
I
b eh av io r  o f  o th e r  i n d iv id u a l s  ( th e  a u d ie n c e ) .  From t h i s  d e f i n i t i o n ,  
t h e r e  a re  a p p a re n t ly  a t  l e a s t  t h r e e  f a c t o r s  of communication; th e  
communicator, th e  s t i m u l i ,  and the  au d ien ce .
Four F a c to r s  o f  Communication
In  a d d i t io n  t o  th e  t h r e e  ap p aren t communication f a c to r s  g iven  
above, Hovland, J a n i s ,  and K elley  a l s o  suggested  th r e e  o th e rs :  th e
re s p o n se ,  th e  n a tu re  o f  the  medium u s e d ,  and th e  s i t u a t i o n .  Th is  
c h a p te r  b a s i c a l l y  c o n s id e r s  the  f i r s t  fo u r  communication f a c t o r s ,  
w h ile  th e  n ex t two c h a p te r s  deal w i th  th e  medium and th e  s i t u a t i o n ,  
a l th o u g h ,  some c o n s id e r a t io n  of th e  medium i s  g iven  i n  t h i s  c h a p te r  to o .
^C arl I .  Hovland, I r v in g  L. J a n i s ,  and H arold  H. K e lley ,  Communi­
c a t io n  and P e rsu as io n  (New Haven: Y ale U n iv e r s i ty  P r e s s ,  1953), p .  12.
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The Communicator
The communicator can be p e rc e iv e d  in  a number o f  w ays. For
example, i t  may be p e rc e iv e d  as an e n d o rse r  who i s  c i t e d  i n  t h e  m essage,
2
o r  as  th e  o r i g i n a t i n g  source  o f  th e  com m unication. For t h i s  s tu d y , 
"com municator" r e f e r r e d  to  th e  p e rc e iv e d  sou rce  o f  th e  com m unication.
F a c to r s  I n f lu e n c in g  C r e d i b i l i t y . The communicator i s  an im portan t 
f a c t o r  govern ing  th e  e f f e c t iv e n e s s  o f  a communication. A key  c h a ra c ­
t e r i s t i c  o f  any e f f e c t i v e  communicator i s  c r e d i b i l i t y .  Hovland, J a n i s ,  
and K e l le y  proposed  t h a t  a t  l e a s t  t h r e e  v a r i a b l e s  in f lu e n c e  th e  c r e d i -
3
b i l i t y  o f  a communicator: e x p e r tn e s s ,  t r u s t w o r t h i n e s s ,  and i n t e n t i o n s .
I n  A r i s t o t l e ' s  R h e to r i c , he s u g g es ted  t h a t  a l i s t e n e r ' s  e s t im a t io n
o f  a sp eak e r  was b ased  on th e  l i s t e n e r ' s  p e r c e p t io n  o f th e  s p e a k e r 's
4
i n t e l l i g e n c e ,  c h a r a c t e r ,  and goodw ill  o r  i n t e n t i o n s .
More r e c e n t l y ,  G r i f f i n  l i s t e d  f i v e  d im ensions of i n t e r p e r s o n a l  
t r u s t :  (1 )  e x p e r tn e s s  r e l e v a n t  to  th e  t o p i c ;  (2 )  r e l i a b i l i t y ,  as an
in fo rm a t io n  sou rce ; (3 )  i n t e n t i o n s  o f  th e  sp eak e r ;  (4) dynamism or 
a g g re s s iv e n e s s  o f  th e  speaker;  and (5 )  p e r s o n a l  a t t r a c t i o n  o f  th e  
speaker. '*  G r i f f i n  a l so  s a id  t h a t  v a r io u s  s tu d i e s  seem to  su p p o rt  a l l  
f iv e  d im en s io n s ,  as  w e l l  a s  su g g es t  a s i x t h  d im ension , th e  m a jo r i ty  
o p in io n  o f o th e r  l i s t e n e r s  who a re  p r e s e n t  d u r in g  the  communication.
^ I b i d . ,  p .  19.
3I b i d . ,  p .  13.
4
Kim G r i f f i n ,  "The C o n tr ib u t io n  o f  S tu d ie s  o f  Source C r e d i b i l i t y  
to  a Theory o f  I n te r p e r s o n a l  T ru s t  in  th e  Communication P r o c e s s , "  
P s y c h o lo g ic a l  B u l l e t i n ,  68 (A ugust, 1967), p .  108.
5Ibid., p. 107
Due to  th e  s i m i l a r i t y  o f  th e  above c o n c lu s io n s ,  a p p a re n t ly  a 
com m unicator 's  c r e d i b i l i t y  i s  a t  l e a s t  p a r t i a l l y  de term ined  by e x p e r t ­
n e s s ,  t r u s tw o r th i n e s s ,  and in t e n t i o n s .  B u t,  one should  a lso  c o n s id e r  
th e  s p e a k e r 's  dynamism and p e rs o n a l  a t t r a c t i o n ,  p lu s  th e  o p in io n s  of 
o th e r s  p r e s e n t  i n  th e  com m unicator 's  ..dience.
Though th e  com m unicator 's  c r e d i b i l i t y  i s  im p o r tan t ,  one s tu d y  has 
found th a t  th e  l e v e l  o f  ego involvem ent by th e  l i s t e n e r  has a  m odifying 
e f f e c t  on source  c r e d i b i l i t y .  That i s ,  Johnson and S c i l e p p i  found th a t  
th e re  was a g r e a t e r  change in  a t t i t u d e s  when the  aud ience  had low ego 
involvem ent w ith  th e  s u b je c t  be ing  communicated. They a ls o  found 
t h a t  in  c a se s  o f  h igh  ego invo lvem ent, s o c i a l  p re s su re  and th e  e f f e c t s  
o f  a h ig h  source  c r e d i b i l i t y  were c o n s id e ra b ly  red u ced .^
In  an o th er  s tu d y , c r e d i b i l i t y  of th e  communicator was shown n o t  to  
be th e  s o le  de te rm inan t of a com m unicator 's  e f f e c t i v e n e s s .  Two e x p e r i ­
ments were conducted  and su p p o rted  th e  h y p o th e s is  t h a t  r e g a r d l e s s  o f  
p r e s t i g e ,  a source  i s  more e f f e c t i v e  when i t  argues f o r  a p o s i t i o n
g
opposed to  i t s  b e s t  i n t e r e s t  than  f o r  one in  i t s  b e s t  i n t e r e s t .  There­
f o r e ,  in  some c a s e s ,  i t  was a rgued , a low p r e s t i g e  source  co u ld  be more 
e f f e c t i v e  than  one o f  h igh  p r e s t i g e .
g
Homer H. Johnson and John A. S c i l e p p i ,  " E f f e c t s  o f  Ego-Involvement 
C on d it io n s  on A t t i tu d e  Change to  High and Low C r e d i b i l i t y  Communicators," 
Jo u rn a l  o f  P e r s o n a l i ty  and S o c ia l  Psychology , 13 (Septem ber, 1969), p.
31.
^ I b i d . , p .  36 .
g
E la in e  W a ls te r ,  E l l i o t  Aronson, and Darcy Abrahams, "On In c re a s in g  
the  P e rs u a s iv e n e ss  o f a Low P r e s t i g e  Communicator," J o u rn a l  o f  E x p e r i­
m enta l S o c ia l  Psychology, 2 (O c to b e r ,  1966), p . 327.
I m p l ic a t io n s * These r e s u l t s  im ply , in  terms o f  com parative  a d s ,  
th a t  i f  such ads a re  to  be e f f e c t i v e ,  th e  source shou ld  t r y  to  p r o j e c t  
an image o f  e x p e r tn ess  and t r u s tw o r th i n e s s .  One method o f  doing t h i s  
would be th rough  p ro v id in g  more f a c t u a l  in fo rm atio n  when us ing  compara­
t i v e  ads .
In  a d d i t io n ,  based on th e  f in d in g s  o f  the  l a s t  s tu d y  d iscu ssed  
above, th e  in fo rm a tio n  used  in  making a comparison m igh t even in c lu d e  
a t  l e a s t  one p roduct a t t r i b u t e  which i s  somewhat d e f i c i e n t  fo r  th e  
sponsoring  b ran d . S ince  an a d v e r t i s i n g  audience i s  w e l l  aware of t h e  
communicator’ s i n t e n t i o n ,  a comparison which shows s l i g h t l y  le s s  th a n  
p e r f e c t io n  cou ld  be more e f f e c t i v e  th an  "a  p e r f e c t  p ro d u c t"  ad.
A f i n a l  su g g es tio n  from the  above s tu d ie s  i s  t h a t  com parative  ad 
usage should  be p receded  by some measurement of th e  a u d ie n c e 's  l e v e l  
o f  ego invo lvem ent. In  C h ap te r  I ,  one o f  th e  g e n e ra l  usage  g u id e l in e s  
was to  use  com paratives  when brand lo y a l t y  was low. T h is  guide comple­
ments t h i s  f i n a l  su g g e s t io n .  However, i t  should a l s o  be p o in ted  o u t  
th a t  in  C hapter  I I  was th e  im p l ic a t io n  t h a t  com parative  ads a re  i n e f f e c ­
t i v e  when low involvement p ro d u c ts  a re  u sed . T h e re fo re ,  i t  appears 
th a t  f o r  com para tives  to  be e f f e c t i v e ,  t h e r e  must be some product 
involvement b u t  l i t t l e  b rand  lo y a l ty .
The Message
In th e  d e f i n i t i o n  o f  communication, given e a r l i e r ,  i t  was s t a t e d  
t h a t  the  communicator t r a n s m i t s  s t im u l i  to  the  au d ien c e .  Encompassed 
in  th e  term  " s t im u l i "  a re  many a sp e c ts  o f  communication. "S t im u li"  in  
t h i s  s tudy  were l im i te d  to  in c lu d e  on ly  what a communicator i s  a t te m p tin g  
to  p r e s e n t  to  th e  au d ien ce .  C onsequen tly , t h i s  s e c t io n  i s  concerned
w ith  th e  message in f lu e n c e  o f a communication and ig n o re s  o th e r  p o s s ib le  
s t i m u l i ,  such as th o s e  r e l a t i n g  to  th e  s o u r c e 's  p e r s o n a l  appearance , 
which in  them selves  do communicate c e r t a i n  id e a s .
One- o r  Two-Sided Argument. One message c o n s id e r a t io n  i s  whether 
to  p r e s e n t  a one- o r  tw o-s ided  argum ent. Bauer and B u zze ll  have sug­
g e s te d  u s in g  a o n e -s id e d  argument when th e  aud ience  i s  known to  be in
9
agreement w ith  th e  communicator, o th e rw is e ,  one should  g ive  b o th  s id e s .
They a l s o  sugges ted  two s id es  be g iven  to  educa ted  aud iences  s in ce  they
know th in g s  a re  co m plica ted  and a re  l i k e l y  to  become s u sp ic io u s  i f  on ly
one s id e  i s  g iv en .
In  an experim ent u s in g  v a ry in g  e d u c a t io n a l  l e v e l s  o f  s tu d e n t s ,
F a ison  found tw o -s id ed  ads were more e f f e c t i v e  w i th  h igh  i n t e l l i g e n c e
10s tu d e n t s ,  and fo r  th o se  s tu d e n ts  who p r e f e r r e d  competing p ro d u c ts .
Four to  s ix  weeks a f t e r  ad ex p o su re ,  F a ison  found th e  tw o -s id ed  ad 
group had a c o n t in u in g  in c re a s e  in  fa v o ra b le  a t t i t u d e s  toward th e  ad­
v e r t i s e d  p ro d u c t  w h ile  th e  o n e -s id e d  ad group showed d im in ish in g  e f f e c t s .
F i n a l l y ,  Karp s a id  t h a t  tw o -s id e d  p r e s e n t a t i o n s  can be more e f f e c ­
t i v e ,  b u t  much depends on th e  a u d ie n c e 's  i n i t i a l  p r e d i s p o s i t i o n  and 
subsequent exposure  to  c o u n te r - p r o p a g a n d a .^  K arp , however, ad m itted
9
Raymond A. Bauer and Robert D. B u z z e l l ,  "M ating B eh av io ra l  Science  
and S im u la t io n ,"  Harvard B usiness  Review, 42 (S ep tem ber-O ctober, 1964), 
p .  118.
■^Edmund F a is o n ,  " E f f e c t iv e n e s s  o f  One-Sided and Two-Sided Mass 
Communication in  A d v e r t i s in g ,"  Pub l i e  Opinion Q u a r t e r ly , XXV ( F a l l ,
1961), p .  469.
11R obert E. K arp , "C rea t iv e  A d v e r t i s in g  S t r a t e g i e s :  The Two-Sided
A pproach,"  B usiness  and S o c ie ty , 12 (S p r in g ,  1971), p .  19.
t h a t  c o u n te r -p ro p ag an d a  i s  b e s t  com batted  by a tw o -s id e d  p r e s e n t a t i o n ,  
s in c e  th e  au d ien ce  w i l l  have a l r e a d y  ta k e n  b o th  s id e s  i n t o  acco u n t and 
made a c o n c lu s io n .  Thus, th e  au d ien ce  w i l l  have been in o c u la t e d  a g a in s t  
c o u n te r -p ro p a g a n d a ,  whenever i t  i s  l a t e r  p r e s e n te d .
In  summary, tw o -s id e d  argum ents a re  b e s t  f o r  e d u ca te d  a u d ie n c e s ,  
au d ien c e s  which a re  known n o t  t o  be f u l l y  in  f a v o r  o f  th e  message to  be 
communicated, and f o r  i n o c u la t i n g  au d ien ces  a g a in s t  c o u n te r -p ro p a g a n d a .
The r e l a t i o n s h i p  o f  t h i s  con cep t t o  com p ara tiv e  a d v e r t i s i n g  i s  t h a t  
co m p ara tiv es  can  be c o n s id e re d  as  tw o -s id e d  m essages . T h e r e f o r e ,  con­
d i t i o n s  fo r  t h e i r  u se  would be th e  same as th o se  g iven  above.
Other Message C o n s id e r a t io n s . B es id e s  th e  p r e s e n t a t i o n  o f  one o r  
two s id e s  o f  an i s s u e ,  o th e r  message c o n s i d e r a t io n s  have been su g g es ted  
by Hovland, J a n i s ,  and K e l le y .  For exam ple, p e rso n s  w i th  h ig h  i n t e l l i ­
gence te n d  to  be more in f lu e n c e d  than  th o s e  w ith  low i n t e l l i g e n c e  when
12exposed to  p e r s u a s iv e  m essages which r e l y  m o s t ly  on l o g i c a l  a rgum ents . 
Those o f  low i n t e l l i g e n c t  ten d  to  be more in f lu e n c e d  by m essages  which 
use  unsupported  g e n e r a l i t i e s  and i l l o g i c a l  and i r r e l e v a n t  a rgum ents .
The r e l a t i o n s h i p  o f  t h i s  to  com para tive  a d v e r t i s i n g  i s  t h a t  compar­
i s o n s  should  r e l y  p r i m a r i l y  on l o g i c a l  argum ents i f  th e y  a re  to  be 
d i r e c t e d  to  a u d ien c e s  o f  h ig h  i n t e l l i g e n c e .  For au d ien ces  o f  low i n ­
t e l l i g e n c e ,  th e  above su g g es ts  u s in g  co m p ara t iv es  w hich a re  b ased  on 
s u b j e c t i v e ,  i l l o g i c a l  a rgum ents .  But in  W ilson*s e x p e r im en t ,  d is c u s s e d  
i n  th e  l a s t  c h a p t e r ,  i t  was found t h a t  c o m p ara tiv es  u s in g  s u b j e c t i v e ,  
n o n fa c tu a l  com parisons were i n e f f e c t i v e .  In  su p p o r t  o f  W ils o n 's  f i n d i n g ,
12Hovland, J a n i s ,  and K e l le y ,  l o c . c i t . , p .  183.
in  th e  p rec ed in g  s e c t i o n  i t  was p o in te d  o u t  t h a t  c o m p ara tiv es  c o u ld  be 
c o n s id e re d  as tw o -s id e d  m essages which a re  g e n e r a l ly  n o t  i n f l u e n t i a l  
w i th  th o s e  o f  low i n t e l l i g e n c e .  Thus, th e  two message c o n s id e r a t i o n s  
g iven  so f a r  i n d i c a t e  t h a t  f a c t u a l  co m p ara tiv es  should  be e f f e c t i v e  
o n ly  w i th  au d ien ces  o f  h ig h  i n t e l l i g e n c e .
O ther message c o n s i d e r a t i o n s  were a l s o  p roposed  by H ovland,
J a n i s ,  and K e l le y ,  b u t  because  th e y  app ly  more t o  d ev e lo p in g  a d v e r t i s i n g  
copy i n  g e n e r a l  th a n  s p e c i f i c a l l y  t o  com p ara tiv e  a d v e r t i s i n g ,  th e y  a re  
n o t  p r e s e n te d  h e re .
The Audience
A t h i r d  f a c t o r  o f  communication i s  th e  a u d ie n c e ,  th e  group to  
which th e  communicator has  t r a n s m i t t e d  th e  m essage w i th  th e  hope of 
m od ify in g  i t s  b e h a v io r .
A number o f  a u d ien ce  c o n s i d e r a t i o n s  have been developed  by r e ­
s e a r c h e r s  concerned  w i th  com m unication. However, t h e s e  c o n s id e r a t io n s  
ap p ly  more to  a d v e r t i s i n g  in  g e n e r a l  th an  t o  c o m p ara tiv e  a d v e r t i s i n g  in  
p a r t i c u l a r .  T h e re fo re ,  on ly  a b r i e f  e x am in a tio n  o f  a few c o n s id e r a t i o n s  
i s  g iv e n .
S e lf -E s tee m  and Group I n f l u e n c e . J a n i s  found t h a t  p e rs o n s  o f  low
13s e l f - e s t e e m  seem t o  be e a s i l y  p e rs u a d e d .  The re a s o n in g  i s  t h a t  peop le  
who la c k  a sense o f  adequacy may have a s t ro n g  need f o r  a p p ro v a l .  Conse­
q u e n t ly ,  i f  they  f i n d  th em se lv es  a t  odds w i th  someone e l s e ,  th e y  w i l l  
n o t  r e l y  on t h e i r  own judgment b e c a u se  o f  t h e i r  i n a b i l i t y  t o  h an d le  th e
13I r v i n g  L. J a n i s ,  " P e r s o n a l i t y  C o r r e l a t e s  o f  S u s c e p t i b i l i t y  to  
P e r s u a s io n ,"  J o u r n a l  o f  P e r s o n a l i t y . 22 ( J u n e ,  1954), p .  514.
a n t i c i p a t e d  d i s a p p r o v a l .
R e la te d  to  th e  above , Hovland, J a n i s ,  and K e l le y  have s u g g es te d  
t h a t  th e  more h ig h ly  a p e rso n  i s  v a lu e d  by o t h e r s ,  t h e  more to l e r a n c e  
w i l l  be shown t h e i r  d e v i a t i o n s  from t h e  g ro u p 's  norm s, and th u s  th e
14f r e e r  one w i l l  f e e l  to  a c c e p t  com m unication c o n t r a r y  t o  th o se  norms.
The combined e f f e c t  o f  th e s e  two f in d in g s  on c o m p ara tiv e  a d v e r t i s ­
in g  ap p ea rs  to  be t h a t  i f  someone i s  n o t  h ig h ly  v a lu e d  by h i s  p e e r s ,  
he  w i l l  n o t  be in f lu e n c e d  by a co m p ara tiv e  ad u n le s s  t h e  group has  been  
in f lu e n c e d .  However, com para tive  ads can  be e f f e c t i v e  w i th  th o se  i n ­
d iv id u a l s  who have h ig h  s e l f - e s t e e m  and w i th  th o s e  i n d i v i d u a l s  who a re  
v a lu ed  h ig h ly  enough by t h e i r  p e e r s  t h a t  v a r i a t i o n  from group norms 
i s  p e rm it te d *  such as  s e l f - p e r c e i v e d  o p in io n  l e a d e r s .
A u d ie n ce 's  P o s i t i o n . Hovland and Weiss found t h a t  th e  p o s i t i o n  
o r  a t t i t u d e  o f  an a u d ien c e  as  w e l l  as  i t s  e v a lu a t io n  o f  th e  communica­
t o r ' s  t r u s tw o r th i n e s s  s i g n i f i c a n t l y  a f f e c t  th e  a u d ie n c e 's  r e a c t i o n  to
th e  f a i r n e s s  o f  a p r e s e n t a t i o n  and th e  j u s t i f i a b i l i t y  o f  c o n c lu s io n s
15drawn in  a p r e s e n t a t i o n .  They found a l s o  t h a t  f o r g e t t i n g  the  name 
o f  th e  communicator was l e s s  r a p id  w i th  th o s e  who a g re e d  w i th  an un­
t r u s tw o r th y  communicator th a n  th o se  who i n i t i a l l y  d i s a g r e e d .  T h e r e f o r e ,  
f o r  c o m p a ra t iv e s ,  th e  p r o s p e c t  o f  b e in g  e f f e c t i v e  w i th  th o s e  who would 
p r e f e r  t h e  named c o m p e t i to r  would be low* T h is  s u g g e s t io n  i s  su p p o r te d  
by P r a s a d 's  f in d i n g ,  in  C h ap te r  I I ,  t h a t  th e  p e r c e iv e d  c r e d i b i l i t y  f o r
Hovland, J a n i s ,  and K e l le y ,  l o c . c l t . ,  p .  150.
15C a r l  Hovland and W alte r  W eiss , "The I n f lu e n c e  o f  Source C r e d i b i l i t y  
on Communication E f f e c t i v e n e s s , "  P u b l i c  O pin ion  Q u a r t e r l y .  15 (W in te r ,  
1 9 51-52 ) , p .  650.
c la im s  i n  a com para tive  was judged  lower by consumers p r e f e r r i n g  th e  
named c o m p e t i to r  th a n  by th o se  l a c k in g  t h a t  p r e f e r e n c e .
O ther  aud ience  in f lu e n c e s  shou ld  a l s o  be c o n s id e re d ;  however, th e  
o th e r  m a jo r  in f lu e n c e s  have e i t h e r  been p r e s e n te d  i n  e a r l i e r  s e c t io n s  
o f  t h i s  c h a p te r  o r  a re  p r e s e n te d  in  t h e  n e x t  s e c t i o n .
The Response
The f i n a l  communication f a c t o r  to  be examined in  t h i s  c h a p te r  i s  
th e  re sp o n se  o r  th e  b eh av io r  ta k e n  by th e  aud ien ce  as a r e s u l t  o f  r e ­
c e iv in g  th e  message t r a n s m i t t e d  by th e  com m unicator, w h e th e r  i t  i s  the  
m o d if ied  b e h a v io r  d e s i r e d  by th e  communicator o r  n o t .
I n f lu e n c in g  V a r i a b l e s . In  a d d i t i o n  t o  a number o f  v a r i a b l e s  d i s ­
cussed  e a r l i e r  in  t h i s  c h a p te r ,  o th e r  v a r i a b l e s  in f lu e n c e  th e  re sp o n se  
o f  an au d ien ce  to  a communication m essage.
Involvem ent and D isc rep an cy . One i n f l u e n c in g  v a r i a b l e  o f  funda­
m en ta l  im portance  to  an a u d ie n c e 's  re sp o n se  i s  i t s  invo lvem ent w ith  th e  
s u b je c t  o f  th e  m essage . Involvem ent w i th  a s u b je c t  can be i n t e r p r e t e d  
in  two ways: (1) i n t e r e s t  in  o r  commitment to  a p a r t i c u l a r  p o s i t i o n
on an i s s u e ,  o r  (2 )  a g e n e ra l  l e v e l  o f  i n t e r e s t  in  o r  a c o n ce rn  about an
1.6i s s u e  w i th o u t  r e f e r e n c e  to  a s p e c i f i c  p o s i t i o n .  In  a d v e r t i s i n g  te rm s ,  
t h i s  would mean b rand  l o y a l t y ,  o r  i n t e r e s t  i n  t h e  g e n e r a l  p ro d u c t  c a t e ­
gory b u t  no d e f i n i t e  b ran d  lo y a l t y  e x i s t s .
Jo n a th a n  Freedman, " In v o lv em en t,  D isc rep a n cy ,  and C hange,"  J o u rn a l  
o f  Abnormal and S o c ia l  P sycho logy ,  69 (S ep tem ber, 1964), p .  290.
Doob found t h a t  th e  g r e a t e r  th e  invo lvem ent o r  th e  i n t e n s i t y  o f
a t t i t u d e  t o  th e  m essage*s c o n t e n t ,  th e  g r e a t e r  was th e  amount o f  r e c a l l
17of th e  communication by th e  a u d ie n c e .  However, th e  p e r  c e n t  o f
c o r r e c t  message r e c a l l s  was found n o t  to  be s i g n i f i c a n t  when a h igh
i n t e n s i t y  o f  a t t i t u d e  e x i s t e d .
Freidman found when invo lvem ent was low, th e  more d i s c r e p a n t  th e
message was, th e  g r e a t e r  th e  change was from th e  a u d ie n c e 's  i n i t i a l  
18p o s i t i o n .  When h ig h  invo lvem ent e x i s t e d ,  th e  maximum change in  th e  
a u d ie n c e 's  i n i t i a l  p o s i t i o n  o c c u r re d  when o n ly  a m oderate  amount of 
d is c re p a n c y  e x i s t e d .
I n  an o th er  s tu d y ,  th e  c o n c lu s io n  was t h a t  when an au d ien ce  has 
l i t t l e  ch o ice  as  to  w he ther  th e y  a r e  exposed t o  a com m unication, then  
th e  g r e a t e r  th e  d is c re p a n c y ,  th e  more th e  au d ien c e  r e s i s t s  c o u n te r -  
a rg u m e n ts .19
The im p l ic a t io n s  o f  a l l  t h i s  fo r  co m p ara tiv e  a d v e r t i s i n g  c o r r e l a t e  
w i th  some o f th e  s tu d y  r e s u l t s  p r e s e n te d  in  th e  l a s t  c h a p t e r .  For i n ­
s t a n c e ,  P ra sa d  used  a p ro d u c t  o f  p ro b a b le  low involvem ent f o r  h i s  
s u b j e c t s .  For brand r e c a l l  t h e  com para tive  ad was no b e t t e r  than  th e  
"Brand X" ad ,  a r e s u l t  which r e f l e c t s  Doob's f in d i n g  o f  r e c a l l  be ing  
in f lu e n c e d  by involvem ent — in  t h i s  c a s e ,  low in v o lvem en t.  P rasad
17Leonard W. Doob, " E f f e c t s  o f  I n i t i a l  S e r i a l  P o s i t i o n  and A t t i t u d e  
Upon R e c a l l  Under C o n d i t io n s  o f  Low M o t iv a t io n ,"  J o u r n a l  o f  Abnormal and 
S o c ia l  Psycho logy . 48 ( A p r i l ,  1 9 5 3 ) ,  p .  201.
^ F r e id m a n ,  l o c .  c i t .
19A rth u r  Cohen, H e rb e r t  T e r r y ,  and C h a r le s  J o n e s ,  " A t t i t u d l n a l  
E f f e c t s  o f  Choice in  Exposure to  C o u n te r -P ro p ag a n d a ,"  J o u r n a l  o f  Abnormal 
and S o c i a l  Psychology,  58 (May, 1 9 5 9 ) ,  p .  390 .
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a l s o  found t h a t  th e  com parative a d s '  c la im  c r e d i b i l i t y  was p e rc e iv e d  
lower by u s e r s  o f  th e  named c o m p e t i to r 's  p ro d u c t .  This  ag rees  w i th  
th e  l a s t  f i n d i n g ,  in  th a t  th e  consumers of th e  named c o m p e ti to r  were 
o b v io u s ly  r e s i s t i n g  an ad which c o n ta in e d  a d is c rep a n c y  and to  which 
th e y  were i n v o l u n t a r i l y  exposed.
In  r e l a t i o n  to  F re idm an 's  f i n d i n g s ,  in  th e  f i v e  com parative  
s t u d i e s ,  most a l l  o f  the  p ro d u c ts  were low involvem ent bu t th e  d i s c r e p ­
a n c ie s  were l e s s  than  m odera te ,  t h e r e f o r e ,  l i t t l e ,  i f  any, o p in io n  
change o c c u r re d .  However, in  W ilso n 's  e x p e r im en t ,  two p ro d u c ts  w i th  
some involvement were used and a l s o ,  e x h ib i te d  th e  g r e a t e s t  amount o f  
"change in  view  towards the  p r o d u c t . "  Thus, th e  "m oderate" d is c rep a n c y  
w i th  some Involvement d id  y i e l d  a change in  th e  a u d ie n c e 's  o r i g i n a l  
p o s i t i o n .
T h e re fo re ,  th e  g e n e ra l  im p l i c a t io n  would be t h a t  com para tives  
which c o n ta in  some d iscrepancy  from th e  a u d ie n c e 's  p o s i t i o n  can be 
e f f e c t i v e  i f  Cl) th e  audience has  some i n t e r e s t  in  th e  p roduc t b u t  
l i t t l e  brand l o y a l t y ,  and (2 ) th e  audience v o l u n t a r i l y  p e rm its  them­
s e lv e s  to  be exposed to  th e  m essage.
Media R esponse. The medium used  to  communicate can in f lu e n c e  the  
a u d ie n c e 's  r e s p o n se .  With p r i n t  m edia , communication i s  th e  r e s u l t  o f 
a  s e l f - s e l e c t i o n  p ro c e ss ,  w h ile  communication by a medium l i k e  t e l e ­
v i s io n  i s  n o t  so s e l f - s e l e c t i n g .  C o nsequen tly , when th e  p r o b a b i l i t y
o f  p roduct p u rch ase  i s  low, th e  a t t e n t i o n  l e v e l  accorded  p r i n t  ads i s
20lower than  s i m i l a r  ads on t e l e v i s i o n .  However, when th e  p r o b a b i l i t y
20Robert C. G rass and W allace H. W allace , " A d v e r t is in g  Communication: 
P r i n t  v s .  TV," Jo u rn a l  of A d v e r t i s in g  R e se a rch , 14 (O ctober,  1974 ), p .  19.
o f  p ro d u c t  pu rch ase  i s  h ig h ,  th e  p r i n t  media pe rm it t h e i r  r e a d e r s  to  
spend more tim e w i th  an ad th an  th e  b ro a d c a s t  media.
The im p l ic a t io n  fo r  com parative  ads i s  t h a t  th e  a d v e r t i s e r  should  
p r e s e n t  f a c t u a l  comparisons in  p r i n t e d  media which w i l l  re a ch  consumers 
who a r e  about to  make a p u rch as in g  d e c i s io n .
H ie ra rch y  o f  E f f e c t s . The above p o r t i o n  o f  t h i s  s e c t io n  d e a l in g  
w i th  re sp o n se  to  a communication has d is c u s s e d  some g e n e ra l  re sp o n se  
v a r i a b l e s .  T h is  s e c t io n  examines p o s s ib le  re sp o n ses  and some v a r i a b l e s  
a f f e c t i n g  th e se  re sp o n se s .
In  1961, Lavidge and S te in e r  developed a model o f  h i e r a r c h i c a l
21e f f e c t s  t h a t  a d v e r t i s i n g  cou ld  have on a consumer. The model which 
p i c t u r e d  th e  consumer as moving from a s ta g e  o f  p e rc e iv in g  an ad to  the  
f i n a l  s tep  o f p u rch as in g  th e  p roduc t i s  shown on th e  fo l lo w in g  page. As 
p a r t  o f  th e  m odel, Lavidge and S t e in e r  in c lu d e d  r e s e a rc h  methods fo r  
de te rm in ing  how e f f e c t i v e l y  an ad had h e lp ed  th e  consumer p ro g re s s  
th rough  each r e s p e c t iv e  s t e p .
G e n e ra l ly ,  t h i s  model has  been w ide ly  acc e p ted ,  however, some have
22a ttem p ted  to  show th e  model la ck s  v a l i d i t y .  B ut, a r e c e n t  a r t i c l e  has
23su g g es ted  a b a s i s  f o r  u s in g  th e  model. When th e  audience h a s  a h igh
21Robert C. Lavidge and Gary A. S t e i n e r ,  "A Model fo r  P r e d i c t i v e  
Measurements o f  A d v e r t is in g  E f f e c t iv e n e s s , "  J o u rn a l  of M ark e tin g , 25 
(O c tobe r ,  1961), p .  61.
22K r i s t i a n  S. P a ld a ,  "The H ypothesis  o f  A H ie ra rchy  o f E f f e c t s :  A
P a r t i a l  E v a lu a t io n ,"  Jo u rn a l  o f  M arketing  R esearch , I I I  (F eb ru a ry ,  1966), 
pp . 13-24.
23M. L. Ray, "M arketing Communications and th e  H ie ra rchy  o f  E f f e c t s , "  
A working p a p e r ,  M arketing S c ience  I n s t i t u t e  (November, 1973), c i t e d  by 
Thomas S. R o b er tso n , "Low Commitment Consumer B eh av io r ,"  J o u rn a l  of 
A d v e r t is in g  R esearch , 16 ( A p r i l ,  1974), p .  22.
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commitment fo r  th e  a d v e r t i s e d  p roduc t and c l e a r  d i f f e r e n c e s  among th e  
a l t e r n a t i v e s  e x i s t ,  then  th e  h ie ra rc h y  o f  e f f e c t s  can be expected* But, 
w ith  low commitment p ro d u c ts ,  t h i s  h ie ra rc h y  should  no t be expected  
s in ce  ads in  t h i s  case  may in c r e a s e  r e c a l l  and purchase i n t e n t i o n s  but 
have l i t t l e  e f f e c t  on a t t i t u d e s *  Brand sw itch in g  may a lso  occur in  
th e s e  c a s e s ,  bu t w ith o u t  a t t i t u d e  changes, s in ce  th e re  a re  no s t ro n g ly  
h e ld  b e l ie f s *
B ogart i n d i r e c t l y  made t h i s  same p o in t  when he d iscu ssed  th e  d i f ­
fe re n ce  in  a d v e r t i s i n g  usage f o r  minor v e rs u s  m ajor p u rc h a se s .  For 
minor pu rchases  such as  paper tow els  and t i s s u e s ,  he s a id  a d v e r t i s i n g
se rv es  to  i n j e c t  a b rand  in to  th e  consum er's  evoked s e t  over th e  long 
24run* A d v e r t is in g  can a lso  h e lp  to  s t r e s s  s p e c i f i c  p roduct advantages 
or to  inform  the  consumer of s p e c i a l  o f f e r s  and s a l e s .  For m ajor p u r­
chase s i t u a t i o n s ,  B ogart d e sc r ib e d  th e  consumer as an in fo rm a t io n  seeker 
and more s e n s i t i v e  to  a d v e r t i s i n g .
Thus, w ith  m inor purchase  p ro d u c ts ,  a d v e r t i s i n g  may a l e r t  the  
consumer to  a s p e c i a l  o f f e r  which could  t r i g g e r  a p u rch ase ,  w h ile  ads 
fo r  h ig h  i n t e r e s t  p ro d u c ts  would be sought by th e  consumer who i s  
a c t i v e l y  seeking  in fo rm a t io n  as p a r t  o f p ro g re s s in g  through th e  h i e r ­
archy  o f  e f f e c t s  toward a l a t e r  p u rch ase .
The g en e ra l  im p l ic a t io n  o f  th e  h ie ra rc h y  o f  e f f e c t s  model fo r  
com parative  a d v e r t i s i n g  i s  t h a t  f o r  those  s i t u a t i o n s  where th e  consumer 
has some p roduct involvem ent and i s  seek ing  in fo rm a t io n ,  th en  compara­
t i v e  a d v e r t i s in g  may be ve ry  e f f e c t i v e  in  h e lp in g  the  consumer p ro g re s s
24Leo Bogart* S t r a t e g y  in  A d v e r t i s in g  (New York: H a rco u r t ,  Brace
and World, I n c . ,  I 9 6 7 j ,  pp . 75-8 .
th rough  th e  h ie ra rc h y  a l i t t l e  f a s t e r ,  however, t h i s  would be p robab le  
more a t  th e  l a t t e r  s ta g e s  than  a t  th e  e a r l i e r  o n e s .  For low in v o lv e ­
ment p ro d u c ts  and where th e  aud ience  i s  n o t  a c t i v e l y  seek ing  in fo rm a t io n  
th e  h ie r a r c h y  of e f f e c t s  model i s  l e s s  a p p l i c a b le ,  and com para tive  ads 
should  be avo ided .
Many im p l ic a t io n s  f o r  com parative  a d v e r t i s i n g  have been p re s e n te d  
in  t h i s  c h a p te r .  The g e n e ra l  purpose  of t h i s  has  been to  supplement 
th e  l i t e r a t u r e  review and th e  exam ination  o f s t u d i e s  g iven in  th e  two 
p rec ed in g  c h a p te r s  so t h a t  a b a s i s  fo r  th e  s tu d y  t h a t  fo llow s cou ld  be 
c r e a te d .
CHAPTER XV
THE STUDY: MODEL, OBJECTIVES, AND HYPOTHESES
In  b r i e f ,  th e  l a s t  two c h a p te r s  have p r e s e n te d  v a r io u s  communi­
c a t i o n  f a c t o r s  and in f l u e n c in g  v a r i a b l e s  f o r  th o s e  f a c t o r s ,  as w e l l  
as  t h e i r  im p l i c a t io n s  f o r  com para tive  a d v e r t i s i n g .  In  t h i s  c h a p te r ,  
th o se  communication f a c t o r s  and t h e i r  i n f l u e n c in g  v a r i a b l e s  a re  i n c o r ­
p o ra te d  in to  a g e n e r a l ,  p e r s u a s iv e  conm unication  model which p ro v id e d  
th e  b a s i s  f o r  e s t a b l i s h i n g  th e  o b je c t i v e s  o f  t h i s  s tu d y  and th e  h y po th ­
e s e s  needed  to  ach ie v e  th o s e  o b j e c t i v e s . ^
The Communication Model
The b a s i s  used  t o  develop  t h i s  model was th e  r e s e a r c h  conducted  
by H ovland, J a n i s ,  and K e l le y ,  fo o tn o te d  on page 33 . From t h e i r  s tu d y , 
s i x  f a c t o r s  o f  communication were su g g e s te d .  F iv e  o f  t h e s e  f a c t o r s  
were in c lu d e d  in  th e  m odel. The s i x t h ,  th e  s i t u a t i o n  in  which th e  
communication ta k e s  p l a c e ,  i s  c o n s id e re d  l a t e r  in  th e  methodology 
s e c t io n  o f  t h i s  s tu d y .
The Communication F a c to r s
The f i v e  communication f a c t o r s  which were in c lu d e d  in  th e  model 
a re  th e  com m unicator, t h e  m essage, th e  medium, th e  a u d ie n c e ,  and th e
A model i s  th e  ch o ice  o f  a s e t  o f  v a r i a b l e s  and a s p e c i f i c a t i o n  
o f  t h e i r  i n t e r r e l a t i o n s h i p s  d e s ig n ed  to  r e p r e s e n t  some r e a l  system  o r  
p ro c e ss  in  whole o r  in  p a r t .  — P h i l i p  K o t l e r ,  M arke ting  Management 
(Englewood C l i f f s :  P r e n t i c e - H a l l ,  I n c . ,  1972), p .  335.
48
r e s p o n s e .  As shown i n  th e  model on th e  n e x t  p ag e ,  com m unication beg ins  
w i th  th e  communicator who d ev e lo p s  a m essage w hich i s  th e n  t r a n s m i t t e d  
by some medium to  th e  a u d ien c e  whose re sp o n se  th e n  has  some im pact on 
th e  com m unicator. Thus, t h e r e  i s  a c i r c u l a r  f low  o f  com m unication. 
However, t h i s  model i s  n o t  in te n d e d  to  su g g es t  t h a t  communication i s  
a c lo s e d  system , s in c e  th e  a u d ie n c e 's  " re sp o n se "  co u ld  be communication 
w i th  someone o th e r  th a n  th e  com m unicator. T h e r e f o r e ,  b ecau se  o f  th e  
m u l t i t u d e  o f  re sp o n se s  w hich co u ld  o c c u r ,  and th e  i n t e n t  o f  t h i s  s tudy  
b e in g  th e  i n v e s t i g a t i o n  o f  com p ara tiv e  a d v e r t i s i n g  and n o t  communication 
s p e c i f i c a l l y ,  F ig u re  3 i s  in te n d e d  to  be a s i m p l i s t i c  m odel. A lso ,  
" re s p o n s e "  f o r  t h i s  s tu d y  was l im i t e d  to  in c lu d e  o n ly  r e s p o n se s  such as 
w hether a communication i s  remembered, i t s  e v a l u a t i o n ,  and what f u tu r e  
com m unication w ith  th e  communicator i s  in te n d e d .
Influencing Variables
I n  a d d i t i o n  to  f i v e  communication f a c t o r s  b e in g  p r e s e n te d  in  
F ig u re  3 ,  v a r io u s  i n f l u e n c in g  v a r i a b l e s  a r e  a l s o  p r e s e n te d .  These 
v a r i a b l e s  a r e  l i s t e d  under th e  f i r s t  fo u r  communication f a c t o r s  i n  th e  
model: t h e  communicator, m essage , medium, and a u d ie n c e .  Under the
f i f t h  f a c t o r  ( r e sp o n se )  a re  v a r io u s  p o s s ib le  communication re sp o n se s  
t h a t  can  be m easured .
The in f lu e n c in g  v a r i a b l e s  w hich a re  in c lu d e d  in  th e  model a re  th e  
r e s u l t  o f  t h e  l i t e r a t u r e  re v ie w  conducted  fo r  t h i s  s tu d y .  Reasons f o r  
in c lu d in g  each  o f  th e  i n f l u e n c i n g  v a r i a b l e s  a re  d i s c u s s e d  l a t e r  i n  t h i s  
c h a p te r  where th e  s t u d y 's  h y p o th e se s  a re  p r e s e n t e d .  O ther in f lu e n c in g  
v a r i a b l e s  w ere  o m it te d  from th e  model s in c e  th e y  e i t h e r  la ck e d  r e s e a rc h  
su p p o r t  — p a r t i c u l a r l y  by th e  Hovland s tu d y  - -  o r  th e y  a p p l i e d  e i t h e r
F ig .  3 
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to  a d v e r t i s i n g  or communication in  g e n e ra l  r a t h e r  than  e x p l i c i t l y  to  
com parative  a d v e r t i s i n g .
The re sp o n ses  which a re  in c lu d e d  in  th e  model a re  a l l  th e  re sp o n ses  
measured in  th e  f i v e ,  p r e v io u s ly  d is c u s se d  com parative  a d v e r t i s i n g  s tu d ie s  
excep t t h r e e .  These t h r e e  were excluded e i t h e r  because  they  r e q u i r e d  a 
d i f f e r e n t  methodology or because  s i m i l a r ,  o r  complementary re sp o n ses  
were in c lu d e d  in  th e  s tu d y .  (For example, O g ilvy  and Mather had s u b je c t s  
r a t e  how co n fu s in g  ads w ere , w h ile  in  t h i s  s tudy  s u b je c t s  r a t e d  how i n ­
fo rm ativ e  and u s e f u l  ads w e re .)  In  a d d i t i o n ,  th e  re sp o n ses  were l im i te d  
i n  t h i s  s tudy  to  th o s e  g iven  in  th e  model s in c e  they  were a l s o  r e p r e ­
s e n t a t i v e  o f  those  su g g es ted  by Lavidge and S te i n e r  f o r  m easuring  
a d v e r t i s i n g  e f f e c t i v e n e s s  a t  a l l  re sp o n se  l e v e l s  in  t h e i r  h ie r a rc h y  o f 
e f f e c t s  model (page 4 5 ) .  - -  C o nsequen tly , th e  communication model
which served  as th e  b a s i s  fo r  t h i s  com para tive  a d v e r t i s i n g  s tu d y  can be 
g r a p h ic a l l y  d e p ic te d  as in  F ig u re  3 .
As i s  i n d ic a te d  by the  model, when comparing two communication 
s i t u a t i o n s  which d i f f e r  on ly  w ith  r e s p e c t  to  one o f  th e  in f lu e n c in g  
v a r i a b l e s ,  some d i f f e r e n c e  in  resp o n se  i s  e x p ec ted .  The degree  o f  
d i f f e r e n c e  in  re s p o n se ,  however, depends on th e  degree  of v a r i a t i o n  in  
th e  in f lu e n c in g  v a r i a b l e  fo r  which th e  two communication s i t u a t i o n s  
d i f f e r  and th e  s t a t u s  of th e  o th e r  in f lu e n c in g  v a r i a b l e s .  For example, 
an audience  hav ing  a low p ro d u c t  i n t e r e s t  should  n o t  be expec ted  to  
e x h ib i t  a s i g n i f i c a n t l y  d i f f e r e n t  re sp o n se  to  a  com parative  ad naming 
on ly  one co m p eti to r  v e rs u s  a s im i la r  ad naming two c o m p e t i to rs .
The S tu d y 1s O b je c t iv e s
As s t a t e d  in  th e  i n t r o d u c t io n ,  page one, th e  g e n e ra l  purpose o f  
t h i s  s tudy  was to  i n v e s t i g a t e  th e  use  o f  making com parisons in
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a d v e r t i s i n g .  To do t h i s ,  th e  fo l lo w in g  o b j e c t i v e s  were d eve loped .
1 . To i n v e s t i g a t e  w he ther  com para tive  ads a r e  more i n ­
f o r m a t iv e ,  b e l i e v a b l e ,  i n t e r e s t i n g ,  u s e f u l  and le s s  
o f f e n s iv e  th an  non -com para tive  ad s .
2 .  To i n v e s t i g a t e  w he ther  th e  q u a l i t y  o f  th e  a d v e r t i s e d  
p ro d u c t  and i t s  c o m p e t i t iv e  l e v e l  i s  p e rc e iv e d  to  be 
h ig h e r ;  w hether c o n s i d e r a t i o n s  to  p u rc h a se  th e  
sponsored  p ro d u c t  i n  th e  f u tu r e  a re  g r e a t e r ;  and 
w hether th e  p e rc e iv e d  t r u s t w o r t h i n e s s  o f  th e  sponsor 
i s  h ig h e r  w i th  co m p ara tiv e  ads than  w i th  non-com para­
t i v e  a d s .
3 .  To i n v e s t i g a t e  th e  r e l a t i v e  e f f e c t i v e n e s s  o f  compara­
t i v e  ads f o r  au d ien c e s  c a te g o r iz e d  on th e  fo l lo w in g  
b a se s :
( a )  Demographics: p a r t i c u l a r l y ,  l e v e l  o f  e d u c a t io n .
(b )  P sy c h o g rap h ics :  p r i c e  c o n s c io u s n e s s ,  s e l f -  
c o n f id e n c e ,  in fo r m a t io n  s e e k in g ,  and o p in io n  
le a d e r s h ip .
(c )  P ro d u c t:  i n t e r e s t  l e v e l ,  n e a r n e s s  to  p u rc h a se ,
b rand  p r e f e r e n c e ,  and b rand  c o m p e t i t iv e  
p o s i t i o n .
(d) G enera l view o f  a d v e r t i s i n g :  t r u s t w o r t h i n e s s ,  
i n f o r m a t iv e n e s s ,  and u s e f u ln e s s .
I t  should  be p o in te d  o u t  t h a t  f o r  t h i s  s tu d y ,  on ly  com para tive  
ads which would p ro v id e  much f a c t u a l  in f o r m a t io n ,  such as a Consumer 
R ep o r ts  s tu d y  r e s u l t s  t a b l e ,  and which would ap p ea r  i n  some form of 
p r i n t  m edia were c o n s id e re d .  The above c o n d i t io n s  were n o t  ex p ec ted  
to  occur w i th  th e  use  o f  j u s t  any com para tive  ad .  T h i s ,  i n  f a c t ,  
was e s t a b l i s h e d  by th e  s t u d i e s  d i s c u s s e d  in  C h ap te r  I I .
The S tu d y 1s Hypotheses
In  o rd e r  to  a ch iev e  t h e  above s tu d y  o b j e c t i v e s ,  a number o f  
h y p o th e se s  were developed . These hy p o th eses  were t e s t e d ,  w h ile  h o ld in g
The ty p e  o f  a d v e r t i s i n g  which makes com parisons  and i s  to  be i n ­
c lu d ed  in  t h i s  s tu d y  has  been d e f in e d  on pages  one and two o f t h i s  s tu d y .
th e  in f lu e n c in g  v a r i a b l e s  a s s o c ia te d  w i th  the  communicator, m essage, 
and medium ( in  F igu re  3) c o n s ta n t .
The hypotheses  t e s t e d  in  t h i s  s tu d y  were as fo l lo w s .
HI. R ec a l l  o f  th e  sponsored brand  in  a com para tive  
ad i s  g r e a t e r  than  in  a non-com parative  ad.
H2. R eca ll  o f  th e  a d v e r t i s e d  c la im s  in  a com parative  
ad i s  g r e a t e r  th a n  in  a non-com para tive  ad.
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These two r e s u l t s  were h y p o th e s ize d  fo r  two r e a s o n s .  F i r s t ,  
com parisons a re  s t i l l  a "n o v e l ty "  to  consumers. And, seco n d ly ,  in  
P r a s a d 's  s tu d y , d is c u s se d  in  C hapter I I ,  i t  was found t h a t  c la im s 
r e c a l l ,  b u t  n o t  brand r e c a l l ,  was b e t t e r  when a c o m p e t i to r 's  name 
was m en tioned . P o s s ib ly  i f  th e  brand name had n o t  been newly co ined  
and more f a c tu a l  d a ta  had been p r e s e n te d ,  then  b rand  r e c a l l  would have 
been s i g n i f i c a n t l y  b e t t e r  a l s o .  C onsequen tly , f o r  th e s e  r e a s o n s ,  i t  
was h y p o th es ized  th a t  com parative  ads make a g r e a t e r  im press ion  on 
t h e i r  au d ien ce .
I t  was a lso  th e  i n t e n t  of th e  s tu d y  to  show what the  s t a t u s  was 
o f  the  a u d ie n c e 's  in f lu e n c in g  v a r i a b l e s ,  given in  F ig u re  3 ,  i n  o rd e r  
fo r  th e  above hypotheses  to  be t r u e .  Thus, the  fo l lo w in g  s u b - le v e l  
h y p o th e s is  was developed. — A c tu a l ly ,  th e  h y p o th e s is  below r e p r e ­
s e n ts  a number o f  hypo theses  b u t  fo r  th e  sake of convenience  has been 
w r i t t e n  in  a condensed form.
H l-2 a .  R ec a l l  o f a com parative  ad i s  p o s i t i v e l y
r e l a t e d  w ith  l e v e l  o f  ed u ca tio n ;  s e l f - c o n f id e n c e ;
3
R e c a l l  in  t h i s  s tu d y  r e f e r r e d  to  r e c a l l  im m ediate ly  fo l lo w in g  
exposure to  a p o r t f o l i o  o f  ads .
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in fo rm a tio n  seek in g ;  o p in ion  le a d e rs h ip ;  
p e rc e iv e d  t r u s tw o r th i n e s s ,  in fo rm a t iv e n e s s ,  
and u s e fu ln e s s  o f  a d v e r t i s i n g ;  p roduct 
i n t e r e s t ;  n e a rn e s s  to  pu rch ase ; sponsor- 
b rand  p re fe re n c e ;  and b rand  co m p e ti t iv e  
p o s i t i o n .  I t  i s  n e g a t iv e ly  r e l a t e d  to  p r i c e  
c o n sc io u sn ess .
Support f o r  th e  above h y p o th e s is  can be found in  th e  l i t e r a t u r e  
review ed in  th e  l a s t  two c h a p te r s .  In  C hapter I I I ,  f o r  example i t  was 
p o in te d  out t h a t  com parative  ads  could  be i n t e r p r e t e d  as a form o f two- 
s id ed  a rgum enta t ion  and t h a t  such argum enta tion  was more e f f e c t i v e  w ith  
educa ted  a u d ien c e s .  A lso , i n  t h a t  c h a p te r  was the  im p l ic a t io n  t h a t  
aud iences  hav ing  some s e l f - c o n f id e n c e  and o p in io n  le a d e r s h ip  would te n d  
to  seek in fo rm a t io n  more and be l e s s  dominated by t h e i r  p e e r s  — a 
requ irem en t f o r  almost any ad to  be e f f e c t i v e .  A f i n a l  source  o f 
support  from C hap ter  I I I  i s  th e  d is c u s s io n  r e l a t e d  to  a communicator *s 
c r e d i b i l i t y .  In  g e n e r a l ,  i t  was s t a t e d  t h a t  c r e d i b i l i t y  was a t  l e a s t  
p a r t i a l l y  in f lu e n c e d  by the  a u d ie n c e 's  p e rc e p t io n  o f  th e  com m unicator 's  
e x p e r tn e s s ,  i n t e n t i o n s ,  and t r u s tw o r th in e s s  — th u s ,  th e  a u d ie n c e 's  
p e rc e iv e d  t r u s tw o r th i n e s s ,  in fo r m a t iv e n e s s ,  and u s e fu ln e s s  o f  a d v e r t i s i n g  
in  g e n e ra l  and i t s  p e rc e p t io n  o f  th e  s p o n s o r 's  co m p e t i t iv e  p o s i t i o n  were 
in c lu d ed  in  t h i s  h y p o th e s i s .
P a r t i a l  su p p o r t  f o r  th e  above h y p o th e s is  can a l s o  be found in  
C hapter I I ,  where a major c r i t i c i s m  of most o f  th e  s tu d ie s  d iscu ssed  in  
t h a t  c h a p te r  was th e  use o f  low involvement p roduc ts  o r  an unknown b rand . 
In  th e  few c a s e s  where some involvem ent d id  e x i s t ,  th e  com parative  ad 
measures were u s u a l ly  p o s i t i v e .  T h e re fo re ,  some measure o f  involvem ent 
had to  be c o n s id e re d  — p ro d u c t  i n t e r e s t ,  b rand  p r e f e r e n c e ,  and n e a rn e s s  
to  purchase were used in  t h i s  s tu d y .
F i n a l l y ,  in  t h a t  c h a p te r ,  b u t  r e l a t e d  to  th e  a u d ie n c e 's  psycho­
g ra p h ic s  d is c u s s e d  above, was th e  f i n d i n g  by G allup  and Robinson t h a t  
brand  r e g i s t r a t i o n  f o r  com para tive  ads was g r e a t e s t  when a n o n -p r ic e  
em phasis  was u sed . Thus, a m easure  o f  p r i c e  c o n sc io u sn e s s  was in c lu d e d  
in  th e  s tu d y .
C o n seq u en tly ,  f o r  th e  re a so n s  g iv e n ,  th e  above s u b - le v e l  h y po th ­
e s i s  was in c lu d e d .
H l-2 b .  R e c a l l  o f  a non -co m p ara tiv e  ad i s  p o s i t i v e l y
related with level of education; self-confidence; 
information seeking; opinion leadership; per­
ceived trustworthiness, informativeness, and 
usefulness of advertising; product interest; 
nearness to purchase; sponsor-brand preference; 
and brand competitive position. It is nega­
tively related to price consciousness.
The above s u b - l e v e l  h y p o th e s i s  was in c lu d e d  so i t  cou ld  be 
de te rm ined  i f  th e  c o r r e l a t i o n s  h y p o th e s iz e d  in  H l-2 a  were unique to  
com para tive  a d v e r t i s i n g  or had a s t r o n g e r  (weaker) r e l a t i o n s h i p  w i th  non­
com parative  a d v e r t i s i n g .  — A lso n o te  t h a t  l i k e  H l-2 a ,  t h i s  hypo th ­
e s i s  and the  rem a in in g  ones below have been w r i t t e n  i n  a condensed 
form f o r  the  sake o f  conven ience .
H3 • Com parative  ads a re  p e rc e iv e d  as  more in fo rm ­
a t i v e ;  b e l i e v a b le ;  i n t e r e s t i n g ;  u s e f u l ;  and 
l e s s  o f f e n s iv e  th a n  n o n -c o m p a ra t iv e s .
In  W ilso n 's  e v a lu a t io n  o f  co m p ara tiv e  ads  which p ro v id e d  l i t t l e  
o r  no f a c t u a l  in fo r m a t io n ,  he found them to  be l e s s  b e l i e v a b l e ,  l e s s  
in fo r m a t iv e ,  and more o f f e n s iv e .  However, i n  t h i s  s tu d y  more in fo rm a­
t i v e  ads were to  be u s e d ,  p lu s  th e  in f lu e n c e  o f  p ro d u c t  involvem ent 
was c o n s id e re d  — t h u s ,  su g g e s t in g  th e  n e c e s s i t y  o f  in c lu d in g  H3 in
t h i s  s tudy
As w i th  th e  f i r s t  two h y p o th e se s ,  a s u b - le v e l  h y p o th e s is  had to  be 
in c lu d e d  h e re  a l s o .  Support f o r  t h i s  h y p o th e s is  was th e  same as t h a t  
f o r  H l-2a .
H3a. P e rc e iv ed  in fo r m a t iv e n e s s ,  b e l i e v a b i l i t y ,  i n t e r e s t ,  
u s e f u ln e s s ,  and in o f f e n s iv e n e s s  f o r  com parative  ads 
a r e  p o s i t i v e l y  r e l a t e d  w ith  l e v e l  o f  e d u ca t io n ;  
s e l f - c o n f id e n c e ;  in fo rm a t io n  seek ing ; op in ion  le a d e r ­
s h ip ;  p e rc e iv e d  t r u s tw o r th i n e s s ,  in fo r m a t iv e n e s s ,  
and u s e fu ln e s s  o f  a d v e r t i s in g ;  p ro d u c t  i n t e r e s t ;  
n e a rn e s s  to  p u rc h a se ;  sponso r-b rand  p re fe re n c e ;  and 
b ran d  c o m p e t i t iv e  p o s i t i o n .  They a re  n e g a t iv e ly  
r e l a t e d  to  p r i c e  c o n sc io u sn ess .
The same rea so n in g  f o r  H l-2b sugges ted  th e  in c lu s io n  o f  a second 
s u b - le v e l  h y p o th e s i s  fo r  H3.
H3b. P e rc e iv e d  in fo r m a t iv e n e s s ,  b e l i e v a b i l i t y ,  i n t e r e s t  
u s e f u ln e s s ,  and in o f f e n s iv e n e s s  fo r  non-com para tive  
ads  a re  p o s i t i v e l y  r e l a t e d  w ith  l e v e l  o f  ed u ca t io n ;  
s e l f - c o n f id e n c e ;  in fo rm a t io n  seek ing ; op in ion  le a d e r ­
s h ip ;  p e rc e iv e d  t r u s tw o r th i n e s s ,  in fo r m a t iv e n e s s ,  and 
u s e f u ln e s s  o f  a d v e r t i s i n g ;  p ro d u c t  i n t e r e s t ;  n e a rn e s s  
to  pu rchase ; sp o n so r-b ran d  p re fe re n c e ;  and brand 
c o m p e t i t iv e  p o s i t i o n .  They a re  n e g a t iv e ly  r e l a t e d  to  
p r i c e  c o n sc io u sn e s s .
While H I, H2, and H3 d e a l  w ith  re sp o n ses  to  th e  m essage, as 
d e l in e a te d  in  th e  model on page 50, H4» g iven  below , d e a ls  w i th  re sp o n ses  
to  th e  brand and th e  sponsor.
H4. With com parative  ads q u a l i t y  o f  th e  a d v e r t i s e d
p ro d u c t  and i t s  c o m p e t i t iv e  p o s i t i o n  a re  p e rc e iv e d  
to  be h ig h e r ;  f u t u r e  p u rchase  c o n s id e r a t io n s  fo r  
t h e  sponsored p r o d u c t  a re  g r e a t e r ;  and th e  p e rc e iv e d  
t r u s tw o r th i n e s s  o f  th e  sponsor i s  h ig h e r ,  than  w ith  
non-com para tive  a d s .
P a r t i a l  su p p o r t  f o r  t h i s  h y p o th e s i s  (H4) can  be found in  W ils o n 's  
s tu d y .  For bo th  p ro d u c t  q u a l i t y  and sponsor t r u s t w o r t h i n e s s ,  h a l f  of 
th e  r a t i n g s  in  th a t  s tu d y  fa v o re d  use  o f  co m p ara tiv e  a d s .  P r a s a d 's  
r e s u l t s  r e l a t e d  to  p ro d u c t  c o m p e t i t iv e  r a t i n g s ,  however, c o u n te r  t h a t  
p a r t  o f  th e  above h y p o th e s i s .  N e v e r th e le s s ,  d e s p i t e  th e  la c k  of 
c o n c r e te  s u p p o r t ,  when th e  e x i s t i n g  r e s u l t s  a r e  q u a l i f i e d ,  such as 
W ils o n 's  use o f  low in fo rm a t io n  ads and P r a s a d 's  use o f  a new and un­
known b ra n d ,  th e  above h y p o th e s i s  seems r e a s o n a b le .  In  te rm s  o f p u r­
chase  i n t e n t i o n s ,  O gilvy  and M ather found c o m p ara tiv es  s i g n i f i c a n t l y  
more e f f e c t i v e  - -  th u s ,  f u l l y  s u p p o r t in g  t h a t  p o r t i o n  o f  th e  above 
h y p o th e s i s .
L ike  th e  p re v io u s  h y p o th e se s ,  th e  fo l lo w in g  s u b - l e v e l  h y p o th e s i s  
e x i s t s  f o r  th e  same re a so n s  l i s t e d  above w i th  H l-2 a .
H4a. P e rc e iv e d  p ro d u c t  q u a l i t y ,  c o m p e t i t iv e  p o s i t i o n ,  
and sponsor t r u s t w o r t h i n e s s ,  as  w e l l  as p u rch ase  
i n t e n t i o n s  f o r  com para tive  a d s ,  a re  p o s i t i v e l y  
r e l a t e d  w i th  l e v e l  o f  e d u c a t io n ;  s e l f - c o n f id e n c e ;  
in fo rm a t io n  seek in g ;  o p in io n  l e a d e r s h ip ;  p e rc e iv e d  
t r u s t w o r t h i n e s s ,  i n f o r m a t iv e n e s s ,  and u s e f u ln e s s  
o f  a d v e r t i s i n g ;  p ro d u c t  i n t e r e s t ;  n e a r n e s s  to  
p u rch ase ;  and sp o n so r-b ra n d  p r e f e r e n c e .  They a re  
n e g a t i v e ly  r e l a t e d  t o  p r i c e  c o n s c io u s n e s s .  P e r ­
ce iv e d  p ro d u c t  q u a l i t y ,  sponsor t r u s t w o r t h i n e s s ,  
and p u rch ase  i n t e n t i o n s  a re  a l s o  p o s i t i v e l y  r e l a t e d  
w ith  b rand  c o m p e t i t iv e  p o s i t i o n .
Using th e  same r e a so n in g  f o r  H l-2b and H3b, th e  fo l lo w in g  sub- 
l e v e l  h y p o th e s i s  was in c lu d e d  under  H4 a l s o ,
H4b. P e rc e iv e d  p ro d u c t  q u a l i t y ,  c o m p e t i t iv e  l e v e l ,  and 
sponsor t r u s t w o r t h i n e s s ,  as w e l l  as  pu rch ase  i n ­
t e n t i o n s  f o r  n o n -co m p ara t iv e  a d s ,  a r e  p o s i t i v e l y  
r e l a t e d  w i th  l e v e l  o f  e d u c a t io n ;  s e l f - c o n f id e n c e ;  
in fo rm a t io n  see k in g ;  o p in io n  l e a d e r s h ip ;  p e rc e iv e d  
t r u s t w o r t h i n e s s ,  i n f o r m a t iv e n e s s ,  and u s e f u ln e s s  
o f  a d v e r t i s i n g ;  p ro d u c t  i n t e r e s t ;  n e a rn e s s  to
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purchase ; and sponso r-b rand  p r e f e r e n c e .  They a re  
n e g a t iv e ly  r e l a t e d  to  p r i c e  c o n sc io u sn e s s .  P e r ­
ce ived  p ro d u c t  q u a l i t y ,  sponsor t r u s tw o r th i n e s s ,  
and purchase  i n t e n t io n s  a re  a l s o  p o s i t i v e l y  r e l a t e d  
w ith  brand  co m p e ti t iv e  p o s i t i o n .
The methodology used in  t e s t i n g  th e  above hypo theses  i s  g iven  in  
th e  c h a p te r  t h a t  fo l lo w s .
CHAPTER V
THE STUDY: SCOPE AND METHODOLOGY
The purpose  o f  th e  p re v io u s  c h a p te r  was to  d e s c r ib e  th e  o b j e c t i v e s  
and h y p o th ese s  o f  t h i s  s tu d y .  In  t h i s  c h a p te r  th e  scope and m ethodology 
a re  g iv e n .
The Scope o f  th e  Study
The c o n c e p tu a l  scope o f th e  s tu d y  has been d e l in e a t e d  by the  
s tudy*s o b j e c t i v e s ,  which appear on page 52 . To ach ie v e  th e s e  o b j e c t i v e s  
a model was c o n s t r u c te d .  The m ethodology used to  t e s t  t h a t  model i s  
p re s e rv e d  below.
In  a p p ly in g  th e  m ethodology, th e  fo l lo w in g  c o n s id e r a t io n s  e x i s t e d :  
sam pling was l im i t e d  to  Baton Rouge, L o u i s ia n a ,  and on ly  n a t i o n a l l y  
branded p ro d u c ts  were u sed .  These c o n s id e r a t io n s  were n o t  l i m i t a t i o n s  
and were n o t  p e rc e iv e d  as hav ing  had  a n e g a t iv e  e f f e c t  on th e  s tudy*s  
r e s u l t s  a s  d is c u s s e d  below.
A p r o b a b i l i t y  sample o f  th e  Baton Rouge p o p u la t io n  was used  in  
th e  s tu d y .  In  view o f th e  f a c t  t h a t  Baton Rouge has  o f t e n  been chosen 
as a t e s t  m arket by many o f th e  n a t i o n ' s  le a d in g  m a r k e te r s ,  a s tu d y  
based  on a p r o b a b i l i t y  sample o f  Baton Rouge r e s i d e n t s  shou ld  p ro v id e  
f in d in g s  which p e rm it  some g e n e r a l i z in g  beyond t h a t  s t u d y 's  p a r t i c i p a n t s .  
A d d i t io n a l  su p p o rt  f o r  t h i s  s u g g e s t io n  i s  im p l ie d  by th e  o th e r  c o n s id ­
e r a t i o n ,  t h a t  i s ,  o n ly  n a t i o n a l l y  b randed  p ro d u c ts  were u sed . With 
th e  absence  o f  l o c a l  b ra n d s ,  any e x i s t i n g  lo c a l  b ran d  b i a s e s  were removed
59
60
from th e  s tu d y 's  r e s u l t s .
Thus, th e s e  two c o n s id e r a t io n s  d id  n o t  h in d e r  b u t  a id ed  in  g iv in g  th e  
s tu d y  im p l ic a t io n s  g r e a t e r  g e n e r a l i t y .  A more d e t a i l e d  d i s c u s s io n  con­
c e rn in g  th e  g e n e r a l i z a t i o n s  o f  th e  s t u d y 's  r e s u l t s  i s  p r e s e n te d  l a t e r .
The Methodology o f  th e  Study .
The rem ainder o f  t h i s  c h a p te r  d e s c r ib e s  th e  m ethodology o f  th e  
s tu d y .  To accom plish  t h i s  t a s k ,  fo u r  s u b s e c t io n s  a re  in c lu d e d :  th e
e x p e r im e n ta l  d e s ig n ,  methods o f  a n a l y s i s ,  th e  sam pling  p ro c e d u re ,  and 
th e  r e l i a b i l i t y  and v a l i d i t y  o f  th e  s tu d y .
The E x p er im en ta l  D esign
The e x p e r im e n ta l  d e s ig n  o f  t h i s  s tu d y  co u ld  be c a te g o r iz e d  as  a 
t h r e e - p h a s e ,  p o s t t e s t - o n l y  c o n t r o l  group p o r t f o l i o  d e s ig n  o r more s im ply  
as a p o s t t e s t - o n l y  c o n t r o l  g ro u p .^  D e sp i te  th e  d e s c r i p t i v e  n a tu re  o f  
such t i t l e s ,  a more d e t a i l e d  d i s c u s s io n  o f  th e  e x p e r im e n ta l  d es ig n  must 
be g iv e n .  To do t h i s ,  each  phase  o f  th e  d e s ig n  i s  examined s e p a r a t e l y .
Phase  X. I n  phase  one , d a ta  f o r  most o f  th e  au d ien ce  c l a s s i f i ­
c a t i o n  v a r i a b l e s  were c o l l e c t e d .  The c l a s s i f i c a t i o n  v a r i a b l e s  in c lu d e d  
dem ographics , p s y c h o g ra p h ic s ,  and th r e e  a s p e c t s  o f  each  s u b j e c t ' s  
p e r c e p t io n  o f a d v e r t i s i n g  in  g e n e r a l .  However, th e  demographic d a ta  
were n o t  c o l l e c t e d  u n t i l  phase  t h r e e  s in c e  re s p o n d e n ts  sometimes r e s e n t  
p r o v id in g  such d a ta  and r e f u s e  to  c o n t in u e  c o o p e r a t in g  w i th  th e  e x p e r i ­
m en t.
^Donald T. Campbell and J u l i a n  C. S ta n le y ,  E x p e r im en ta l  and Q uasi-  
Exp e r im e n ta l  Designs f o r  R esearch  (C hicago: Rand McNally C o llege
P u b l i s h in g  Company, 1963), p .  23 .
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Due to  th e  p o t e n t i a l  e f f e c t  phase two (exposure  to  a p o r t f o l i o  
o f  ads) could  have had on a s u b j e c t ' s  response  to  q u e s t io n s  re g a rd in g  
t h e i r  p e rc e p t io n  o f a d v e r t i s in g  i n  g e n e ra l ,  and due to  th e  le n g th  of 
th e  q u e s t i o n n a i r e ,  d a ta  c o l l e c t i o n  was done in  th e  f i r s t  and t h i r d  ph ase s .  
From phase one th e  on ly  h in t  t h a t  re sp o n d en ts  had r e g a rd in g  th e  n a tu re  
o f  th e  experim ent was t h a t  i t  in v o lv ed  a d v e r t i s i n g .  B u t,  t h i s  should 
n o t  have had any g r e a t e r  e f f e c t  on t h e i r  p e rc e p t io n  of th e  p o r t f o l i o  
ads than  th e  i n s t r u c t i o n s  which p receded  th e se  a d s .  T h e re fo re ,  th e  
s tudy  was a p o s t t e s t - o n l y  c o n t r o l  d e s ig n .  — A copy o f th e  q u e s t io n n a ir e  
can be found in  th e  Appendix.
P sy ch o g rap h ics .  As shown in  th e  model on page 50, fo u r  audience  
p sychograph ic  c o n s t r u c t s  were of i n t e r e s t  i n  th e  s tu d y . To e s t a b l i s h
a r e s p o n d e n t 's  p o s i t i o n  fo r  each o f th e  s e le c te d  psychographic  c o n s t r u c t s ,
2each subject was required to respond to two statements. For example, 
for price consciousness the two statements were "I shop a lot for 
specials" and "I usually watch ads for sales." The response to each 
of these statements was in the form of a seven-point ordinal rating in 
which only polar anchors were given, as shown below.
Very much Not v e ry  much
l ik e  me l i k e  me
_________3 - )  _ _ —  9 9 .9 9 .
1 2 3 4 5 6 7
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T es t s ta te m e n ts  were s im i l a r  to  th o se  g iven  by W illiam  D. W ells , 
and Douglas J .  T i g e r t ,  " A c t i v i t i e s ,  I n t e r e s t s ,  and O p in io n s ,"  P e r s p e c t iv e s  
in  Consumer B eh av io r ,  ed . Harold H. K a s s a r j i a n ,  and Thomas S. R obertson  
(Glenview: S c o t t ,  Foresman and Company, 1973), pp. 175-6.
S e v e n -p o in t  r a t i n g s  were a l s o  used  to  de te rm ine  a r e s p o n d e n t ' s
p o s i t i o n  on th e  o th e r  t h r e e  p sychograph ic  c o n s t r u c t s  and to  c o l l e c t
o th e r  d a ta  in  th e  s tu d y .  S ev en -p o in t  r a t i n g s  were s e l e c t e d  in  o rd e r
to  o f f e r  th e  re sp o n d en ts  some d eg ree  o f  ch o ice  b u t  n o t  such a wide
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continuum t h a t  t h e i r  re sp o n se s  would lo se  r e l i a b i l i t y .
View o f A d v e r t i s in g .  The f i n a l  s te p  o f  phase  one was the  d e t e r ­
m in a t io n  o f  th e  r e s p o n d e n t ' s  g e n e r a l  view o f  a d v e r t i s i n g .  This  was 
accom plished by each s u b je c t  re sp o n d in g  to  a s e v e n -p o in t  r a t i n g  fo r  
t r u s t w o r t h i n e s s ,  p lu s  a s e v e n -p o in t  r a t i n g  f o r  in f o r m a t iv e n e s s ,  and a 
t h i r d  such r a t i n g  f o r  th e  u s e f u ln e s s  o f  a d v e r t i s i n g  in  g e n e r a l .
Upon com p le tio n  o f  th e s e  r a t i n g s ,  th e  second phase  o f  th e  e x p e r i ­
ment commenced.
Phase I I . Phase two began w i th  th e  re s p o n d e n ts  b e in g  i n s t r u c t e d  
to  view a s e t  o f  ads as th ey  n o rm a lly  would i f  th e y  were look ing  a t  a 
magazine o r  new spaper. R espondents  were i n s t r u c t e d  to  look  a t  a l l  ads 
in  the  p o r t f o l i o ,  ( in t e r v i e w e r s  were a l s o  i n s t r u c t e d  to  see  t h a t  
re sp o n d en ts  d id  view a l l  th e  a d s . )  They th e n  examined a p o r t f o l i o  o f  
fo u r  randomly o rd e re d  a d s .  - -  Four ads were used  s in c e  a sm a l le r  
number would have caused  g r e a t e r  a t t e n t i o n  to  be g iv en  each ad w h ile  
more than  fo u r  would n o t  have p e r m i t t e d  s u f f i c i e n t  a t t e n t i o n  to  be g iven  
in  o rd e r  to  supply  r e l i a b l e  re sp o n se s  abou t th e s e  ads in  phase t h r e e .
N u n a lly  has  found r e l i a b i l i t y  l e v e l s  o f f  around seven . — Jum C. 
N unnally , P sychom etr ic  Theory (New York: McGraw-Hill Book Company,
1967), p .  521.
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The re s p o n d en ts  were g iven  a f ix e d  tim e l i m i t  o f  f i v e  m in u te s  
to  view  th e  a d s .  A f te r  t h a t  t im e  had e x p i r e d ,  th e  s u b j e c t s  were i n ­
s t r u c t e d  n o t  to  look a t  th e  ads f o r  th e  rem ainder  o f  th e  exper im en t - -  
in  f a c t ,  th e  p o r t f o l i o s  were r e tu r n e d  to  th e  in te r v ie w e r s  b e fo re  phase 
t h r e e  began .
Unknown to  th e  r e s p o n d e n ts ,  two b a s i c  ty p e s  o f  p o r t f o l i o s  were 
in  u s e .  Both had ads f o r  fo u r  d i f f e r e n t  p ro d u c t  c a t e g o r i e s  and t h r e e  
o f  t h e i r  fou r  ads were i d e n t i c a l .  The f o u r th  ad f o r  one group o f s u b j e c t s  
was a com para tive  ad , as d e f in e d  on page two, w h ile  th e  f o u r th  ad f o r  the  
o th e r  group was a non -com para tive  ad f o r  th e  same b ran d . The o n ly  
d i f f e r e n c e  between th e  com para tive  and n o n -co m p ara tiv e  ads was t h a t  
t h r e e  c o m p e t i to r s  were named in  th e  form er w h ile  ’’Brands X, Y, and Z" 
were g iven  in  th e  l a t t e r .  — C opies  o f  th e  t e s t  ads used in  th e  s tu d y  
a re  in c lu d e d  in  th e  Appendix.
S in ce  one o f  th e  main v a r i a b l e s  in  t h i s  s tudy  was p ro d u c t  i n t e r e s t ,  
t h r e e  s e t s  of com parative  ads  were used — one f o r  each  o f  t h r e e  d i f f e r ­
e n t  d u ra b le  p ro d u c t  c a t e g o r i e s .  Thus, t h r e e  c o n t r o l  and t h r e e  t r e a tm e n t  
groups were in c lu d e d  in  th e  s tu d y .
As j u s t  m entioned  above, t h r e e  p ro d u c t  c a t e g o r i e s  were used  i n  the  
s tu d y  to  in s u re  t h a t  v a ry in g  l e v e l s  o f  p ro d u c t  i n t e r e s t  would be i n ­
c lu d e d .  S e le c t io n  o f  th e  p ro d u c t  c a t e g o r i e s  was b ased  on th e  r e s u l t s  
o f  a sm all  conven ience  survey  (N =  25) which r e q u i r e d  s u b je c t s  to  r e g i s t e r  
t h e i r  i n t e r e s t  l e v e l  in  v iew ing  ads  fo r  a number o f  d i f f e r e n t  p ro d u c t  
c a t e g o r i e s .  From th e s e  r a t i n g s ,  th e  t h r e e  p ro d u c t  c a t e g o r i e s  were 
d e te rm in ed :  d is h w a sh e rs ,  e l e c t r i c  h a i r  s t y l e r s ,  and microwave o v en s .  —
On s e v e n -p o in t  s c a l e s ,  each o f  th e s e  p ro d u c t  c a t e g o r i e s  had a median 
o f  6 f o r  th e  l ik e l ih o o d  o f such an ad b e in g  view ed.
In  a d d i t i o n  to  an ad f o r  one o f  th e  above p ro d u c t  c a t e g o r i e s ,  
an a s p i r i n  ad , a c i g a r e t t e  ad ,  and a deodoran t ad were in c lu d e d  in  each 
p o r t f o l i o .
Upon co m p le tin g  t h e i r  ex am in a tio n  o f  th e  p o r t f o l i o ,  th e  r e s p o n ­
d e n ts  e n te r e d  phase  t h r e e  o f  th e  e x p e r im e n ta l  d e s ig n .
Phase I I I . Phase t h r e e  in v o lv e d  th e  c o l l e c t i o n  o f  p o s t -e x p o s u re  
d a t a .  Only r e s p o n se s  r e l a t e d  to  th e  p a i r e d  com para tive  and non-com para­
t i v e  ads  p lu s  one o f  t h e  f i l l e r  ads were c o l l e c t e d .  The re s p o n s e s  to  
one o f  th e  t h r e e  f i l l e r  ads ( a s p i r i n )  were c o l l e c t e d  so t h a t  th e y  cou ld  
be combined w i th  th e  p re -e x p o su re  c l a s s i f i c a t i o n  d a ta  in  o r d e r  to  d e t e r ­
mine th e  degree  o f  s i m i l a r i t y  between th e  r e s p e c t i v e  t r e a tm e n t  and 
c o n t r o l  g roups . M oreover, one would e x p e c t  b o th  th e  t r e a tm e n t  and the  
c o n t r o l  groups to  have s i m i l a r  r e s p o n se s  t o  a l l  p a r t s  of th e  q u e s t io n ­
n a i r e  excep t th o s e  w hich r e f l e c t  th e  t r e a tm e n t  e f f e c t .
R e c a l l .  The f i r s t  s e t  o f  d a ta  c o l l e c t e d  in  phase  t h r e e  r e p r e ­
s e n te d  each s u b je c t* s  a b i l i t y  t o  r e c a l l  t h e  sp o n so r in g  b ra n d  and th e  
c la im s  made in  each  o f th e  two a d s .  For th e  r e s p o n d e n ts ,  t h e  ads in  
q u e s t i o n  were r e f e r e n c e d  by t h e i r  p ro d u c t  c a te g o r y ,  t h u s ,  i t  was an 
a i d e d - r e c a l l  p ro c e d u re .
Brand r e c a l l  was s c o re d  as  e i t h e r  c o r r e c t  o r  i n c o r r e c t ,  a cco rd in g  
to  th e  b rand  name s u p p l ie d  by th e  r e s p o n d e n t .  Claim r e c a l l  was sco red  
u s in g  th e  same p ro c e d u re  a s  used  by P ra sa d :
1 — c o r r e c t  m ajo r  c la im  and a t  l e a s t  one c o r r e c t
seco n d a ry  c la im  g iven
2 — c o r r e c t  m ajo r  c la im  and i n c o r r e c t  o r  no secondary
c la im s  g iv e n
3 — i n c o r r e c t  o r  no m ajor c la im  g iv e n  b u t  a t  l e a s t  one
c o r r e c t  seco n d a ry  c la im  g iven
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4 ~  i n c o r r e c t  o r  no m ajo r and secondary  c la im s  g iv en
O th e r  D ata C o lle c te d *  I n  a d d i t i o n  t o  r e c a l l i n g  t h e  b rand  name and 
c la im s  made, th e  fo l lo w in g  d a ta  were c o l l e c t e d  f o r  th e  two a d s .  In  
c o l l e c t i n g  t h i s  d a t a ,  th e  ads were r e f e r e n c e d  by t h e i r  p ro d u c t  c a te g o ry  
and n o t  by i d e n t i f y i n g  t h e i r  t r u e  sp o n so r .
For each  g e n e r a l  p ro d u c t  c a te g o r y ,  s u b je c t s  r a t e d  on a s e v e n -p o in t  
b a s i s  t h e i r  p ro d u c t  i n t e r e s t  l e v e l ,  n e a r n e s s  t o  p u rc h a s e ,  and d eg ree  of 
p r e f e r e n c e  f o r  fo u r  b ra n d s  w i th in  th e  g e n e r a l  p ro d u c t  c a te g o r y .  In  
a d d i t i o n ,  th e  s u b j e c t s  were asked  to  c a t e g o r i z e  th e  c o m p e t i t iv e  p o s i t i o n  
o f  t h e s e  fo u r  b ra n d s  on th e  b a s i s  o f  s a l e s .  The fo u r  p o s s i b l e  c a t e g o r i e s  
a v a i l a b l e  to  th e  r e s p o n d e n ts  were (1 ) top  25%, (2 )  second 25%, (3) t h i r d  
25%, and (4 )  bo ttom  25%. The s p o n so r in g  t e s t  b ran d  was one o f  th e  fo u r  
b ran d s  named f o r  each  p ro d u c t  c a te g o r y .
F o r  th e  two a d s ,  th e  s u b j e c t s  gave s e v e n -p o in t  r a t i n g s  f o r  th e  
i n f o r m a t iv e n e s s ,  b e l i e v a b i l i t y ,  o f f e n s i v e n e s s ,  i n t e r e s t ,  and u s e f u ln e s s  
o f  th e s e  a d s .
F o r  th e  two sp o n so r in g  b ra n d s ,  th e  r e s p o n d e n ts  gave a s e v e n -p o in t  
r a t i n g  f o r  p e rc e iv e d  p ro d u c t  q u a l i t y ,  w i l l i n g n e s s  to  c o n s id e r  b u y in g , 
w i l l i n g n e s s  t o  buy , and th e  sp o n so r ’ s t r u s t w o r t h i n e s s .
A f i n a l  s e t  o f  d a ta  c o l l e c t e d  c o n s i s t e d  o f  s e v e n -p o in t  r a t i n g s  f o r  
two o f  th e  p sy ch o g rap h ic  c o n s t r u c t s ,  p lu s  th e  t r u s t w o r t h i n e s s  o f  th e  
spo n so r  f o r  th e  a s p i r i n  a d ,  and w he ther  o r  n o t  th e  r e s p o n d e n ts  would 
c o n s id e r  buy ing  th e  sp o n so r in g  b ran d  o f  th e  t r e a tm e n t  ( o r  c o n t r o l )  ad .
The r e a s o n  f o r  r e q u i r i n g  th e s e  fo u r  r a t i n g s  i s  d i s c u s s e d  i n  th e  " r e l i ­
a b i l i t y  and v a l i d i t y  o f  th e  s tu d y "  s e c t i o n  g iv en  below . I n  a d d i t i o n  
to  t h e s e  fo u r  r a t i n g s ,  th e  f i n a l  s e t  o f  d a ta  a l s o  in c lu d e d  th e  demographic
66
c l a s s i f i c a t i o n  v a r i a b l e s .  The c o l l e c t e d  demographics in c lu d e d  age, 
m a r i t a l  s ta tu s *  e d u c a t io n ,  o c c u p a t io n ,  and income. Except f o r  age and 
o ccu p a t io n ,  th e s e  d a ta  were c o l l e c t e d  by c a t e g o r i e s .  Age and o ccu p a tio n  
were c o l l e c t e d  by open-ended re s p o n s e s .  The a c t u a l  number o f  y e a r s  of 
e d u ca t io n  was a l s o  re c o rd e d .
Methods o f  A n a ly s is
As m entioned above, th r e e  p ro d u c t  c a t e g o r i e s  were used  fo r  d a ta  
c o l l e c t i o n .  The methods o f  a n a l y s i s  to  be d is c u s s e d  below were perform ed 
w h ile  c o n t r o l l i n g  fo r  th e s e  p ro d u c t  c a t e g o r i e s .  D if f e re n c e s  in  th e  
r e s u l t s  f o r  th e  th re e  c a te g o r ie s  a r e  d is c u s se d  in  th e  fo l lo w in g  c h a p te r .
Group Comparisons. The f i r s t  s tep  in  th e  d a ta  a n a ly s i s  was to  
determ ine w hether the  t r e a tm e n t  and c o n t r o l  groups were s i m i l a r .  The 
b a s i s  fo r  d e te rm in ing  s i m i l a r i t y  was th e  g ro u p 's  dem ographics, psycho­
g ra p h ic s ,  p e rc e p t io n  o f  a d v e r t i s i n g  in  g e n e r a l ,  and the  g iv en  re sp o n ses  
to  th e  a s p i r i n  ad.
S ince  th e  re sp o n ses  to  most o f  th e  demographic and r e c a l l  q u e s t io n s  
were in  term s o f  c a t e g o r i e s ,  such as l e v e l  o f  e d u c a t io n  o r  c o r r e c t -  
i n c o r r e c t ,  a c h i - s q u a r e  t e s t  was u sed  to  de te rm ine  w hether group s i m i l a r ­
i t y  e x i s t e d .
For th o se  re sp o n ses  in  th e  form o f  a s e v e n -p o in t  r a t i n g ,  Kolmogorov- 
Smirnov was used  in  t e s t i n g  w hether o r  no t they  d i f f e r e d  s i g n i f i c a n t l y  
from one a n o th e r .  Use o f  t h i s  n onparam etr ic  t e s t  p e rm i t te d  av o id in g  th e  
assum ption th a t  sev e n -p o in t  s c a le s  y i e l d  i n t e r v a l  d a ta .  S ie g e l  s t a t e s
Sidney S ie g e l ,  N onparam etric  S t a t i s t i c s : For the  B eh a v io ra l  S c iences
(New York: McGraw-Hill Book Company, 1956), p .  127.
t h a t  when compared to  th e  " t "  t e s t ,  th e  Kolmogorov-Smirnov t e s t  has  a 
p o w e r - e f f ic ie n c y  o f  s l i g h t l y  l e s s  th an  96 p e r  c e n t  f o r  l a r g e  sam ples. 
That i s ,  when th e  assum ptions  and re q u i re m e n ts  u n d e r ly in g  th e  p ro p e r  
u se  o f  th e  " t ” t e s t  a re  m e t ,  t h e  Kolmogorov-Smirnov t e s t  i s  around 96 
p e r  c en t  as  e f f i c i e n t  as  th e  ” t n t e s t  in  r e j e c t i n g  th e  n u l l  h y p o th e s i s .  
However, i f . t h e  assum ptions  and re q u ire m e n ts  o f  th e  nt n t e s t  a re  n o t  
m e t ,  then  Kolmogorov-Smirnov i s  th e  more p o w e rfu l  t e s t .  To in c re a s e  
th e  p o w e r -e f f ic ie n c y  o f  t h i s  n o n p a ra m e tr ic  t e s t ,  one needs  t o  in c r e a s e  
th e  sample s i z e  o n ly  s l i g h t l y .  Thus, w i th  th e  use o f  a l a r g e  sample 
( a s  in d i c a t e d  b e lo w ) ,  and th e  avo idance  o f  making a p o s s i b l y  i n c o r r e c t  
assum ption , th e  Kolmogorov-Smirnov t e s t  was u sed  and i t  had  th e  eq u iv a ­
l e n t  power o f  r e j e c t i n g  th e  n u l l  h y p o th e s i s  a s  th e  " t "  t e s t  which would 
have r e q u i r e d  th e  i n t e r v a l  d a ta  assu m p tio n .
A f te r  d e te rm in in g  th e  d eg ree  o f  group s i m i l a r i t y ,  each  o f  the  
h y p o th ese s  g iv e n  in  th e  p re v io u s  c h a p te r  w ere  t e s t e d  a s  i n d i c a t e d  
below .
HI and H2. As m en tioned  above, th e  r e s p o n s e s  to  th e  r e c a l l  
q u e s t io n s  were nom inal in  n a t u r e ,  c o n s e q u e n t ly ,  a c h i - s q u a r e  t e s t  of 
independence was u sed .  S p e c i f i c a l l y ,  th e  n u l l  h y p o th ese s  s t a t e d  t h a t  
r e c a l l  (o f  e i t h e r  th e  b rand  name o r  ad c la im s )  was in d ep en d en t o f  the  
com para tive  n a t u r e  o f  an a d .  R e j e c t io n  o f  t h e s e  h y p o th e se s  would have 
meant t h a t  r e c a l l  d id  depend on w hether th e  ad was co m p ara tiv e  o r n o t .
H l-2a  and H l-2 b .  To t e s t  w he ther  r e c a l l  was r e l a t e d  w i th  th e  
v a r io u s  aud ien ce  c l a s s i f i c a t i o n  o r  i n f l u e n c in g  v a r i a b l e s  s t a t e d  i n  th e se  
h y p o th ese s  (g iv e n  on pages  5 3 - 5 5 ) ,  c o n t in g e n cy  c o e f f i c i e n t s  were 
computed. S in ce  th e  r e c a l l  r e s p o n s e s  were nom inal s c a l a r s  and th e  o th e r
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r e s p o n s e s  co u ld  be c a t e g o r i z e d  in to  g ro u p s ,  c h i - s q u a r e  v a lu e s  were 
computed* These v a lu e s  w ere  th en  u sed  to  compute c o n t in g e n c y  c o e f f i c i e n t s  
which r e f l e c t e d  th e  r e l a t i o n s h i p s  betw een r e c a l l  and th e  o th e r  v a r i a b l e s  
m en tioned  in  th e s e  h y p o th e s e s .  To d e te rm in e  th e  s i g n i f i c a n c e  o f  a con­
t in g e n c y  c o e f f i c i e n t ,  one m ere ly  d e te rm in e s  th e  s i g n i f i c a n c e  o f  th e  
c h i - s q u a r e  v a lu e  used  i n  computing th e  c o n t in g e n cy  c o e f f i c i e n t .
D i f f e r e n c e s  in  th e  co n tin g e n cy  c o e f f i c i e n t s  f o r  H l-2 a  and Hl-2b 
were ana ly zed  to  de te rm in e  which o f th e  r e l a t i o n s h i p s  (g iv e n  in  H l-2 a )  
were un ique  to  com para tive  a d v e r t i s i n g .
H3 and H4. To t e s t  t h e s e  two h y p o th e se s  (g iv en  on pages  55 and 
5 6 ) ,  a Kolmogorov-Smirnov t e s t  was u sed  t o  d e te rm ine  w h e th er  th o s e  v a r i ­
a b le s  in  th e  form o f  s e v e n -p o in t  r a t i n g s  d i f f e r  s i g n i f i c a n t l y  f o r  th e  
com para tive  groups w h ile  a c h i - s q u a r e  t e s t  was used to  d e te rm in e  i f  
c o m p e t i t iv e  p o s i t i o n  r a t i n g s  were d ependen t on w hether an ad was compara­
t i v e  o r  n o n -co m p ara tiv e .  S upport f o r  u s in g  th e  Kolmogorov-Smirnov t e s t  i s  
th e  same as  g iven  above f o r  u s in g  t h a t  t e s t  i n  d e te rm in in g  w he ther th e  
c o n t r o l  and t r e a tm e n t  g roups  were s i m i l a r .  The c h i - s q u a r e  t e s t  was r e ­
q u i r e d  f o r  th e  c o m p e t i t iv e  p o s i t i o n  v a r i a b l e ' s  t e s t  s i n c e  i t s  r e s p o n se s  
were nom inal r a t h e r  th a n  o r d i n a l .
An example o f  how t h e s e  hypo theses  were o p e r a t i o n a l i z e d  i s  th e  
n u l l  h y p o th e s i s  which s t a t e d  t h a t  th e  r e s p o n d e n ts  o f  t h e  co m p ara tiv e  
ad group e v a lu a te d  th e  in fo r m a t iv e n e s s  o f  t h e  t r e a tm e n t  ad  th e  same 
as th o s e  o f  th e  no n -co m p ara t iv e  ad ( c o n t r o l )  group. R e j e c t i o n  o f  such  
an h y p o th e s i s  im p l ie s  t h a t  com para tive  ads  a re  p e rc e iv e d  as  more in fo rm ­
a t i v e  — s in c e  o n e - t a i l  t e s t s  were u s e d .
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H3a and H4a. These two h y p o th e se s  (g iv e n  on pages  56 and 57) a l s o  
in v o lv e d  s e v e n -p o in t  r a t i n g s  and were co n ce rn ed  w i th  w h e th er  th e  ad 
r a t i n g s  were r e l a t e d  to  th e  au d ien c e  in f l u e n c in g  v a r i a b l e s .  For exam ple, 
one o p e r a t i o n a l  n u l l  h y p o th e s i s  was t h a t  th e  c o r r e l a t i o n  c o e f f i c i e n t  
between p e rc e iv e d  in fo r m a t iv e n e s s  and l e v e l  o f  e d u c a t io n  was l e s s  th a n  
o r  e q u a l  to  z e r o .  To t e s t  t h i s ,  a Spearman ra n k  c o r r e l a t i o n  c o e f f i c i e n t  
was computed and t e s t e d  f o r  s i g n i f i c a n c e .  I f  i t  was found t o  be p o s i t i v e  
and s i g n i f i c a n t ,  th e n  th e  r e s u l t s  would im ply t h a t  th e  above r e l a t i o n s h i p  
d id  n o t  e x i s t .  - -  Spearman ra n k  c o r r e l a t i o n  c o e f f i c i e n t s  were computed 
f o r  t h e s e  h y p o th e se s  to  av o id  th e  i n t e r v a l  a ssum ption  d is c u s s e d  above. 
S i e g e l  r e p o r t s  t h i s  c o e f f i c i e n t  to  have a p o w e r - e f f i c i e n c y  o f  .91 as 
compared to  th e  P ea rso n  c o r r e l a t i o n  c o e f f i c i e n t  which r e q u i r e s  n o t  o n ly  
th e  i n t e r v a l  a ssum ption  bu t t h a t  th e  p o p u la t io n  has  a b i v a r i a t e  normal
5
d i s t r i b u t i o n  a s  w e l l .
S i m i l a r l y ,  o th e r  c o r r e l a t i o n  c o e f f i c i e n t s  were computed and t e s t e d  
f o r  s i g n i f i c a n c e ,  ex ce p t  when t e s t i n g  th e  r e l a t i o n s h i p  betw een th e  
sp o n so r in g  b r a n d 's  c o m p e t i t iv e  p o s i t i o n  and th e  o th e r  v a r i a b l e s  m en tioned  
in  th e  h y p o th e se s .  S ince  t h e  c o m p e t i t iv e  p o s i t i o n  was c o l l e c t e d  as a 
c a t e g o r i z i n g  o f  s e v e r a l  b ra n d s  on th e  b a s i s  o f  s a l e s ,  c h i - s q u a r e  v a lu e s  
were computed, t h e i r  l e v e l s  o f  s i g n i f i c a n c e  d e te rm in e d ,  and co n t in g e n cy  
c o e f f i c i e n t s  c a l c u l a t e d .  The r e s u l t i n g  c o e f f i c i e n t s  were th e n  used to  
r e f l e c t  th e  r e l a t i o n s h i p s  t h a t  e x i s t e d  betw een a b r a n d 's  c o m p e t i t iv e  
p o s i t i o n  and th e  o th e r  v a r i a b l e s .
5Ibid., p. 213
In  a d d i t io n  t o  the  above c o m p u ta t io n s ,  f o r  the  aud ience  c l a s s i ­
f i c a t i o n  v a r i a b l e s  (g iv en  in  th e  l a t t e r  p a r t  o f  th e s e  two h y p o th ese s )  
e i t h e r  Spearman c o r r e l a t i o n  c o e f f i c i e n t s  o r  con tingency  c o e f f i c i e n t s  
were de term ined  f o r  each p a i r i n g  o f  th e s e  v a r i a b l e s  r e g a r d l e s s  o f  p roduc t 
c a te g o ry  — on th e  f u l l  sam ple. T h is  was done to  g ive  a d d i t i o n a l  i n s i g h t  
in to  th e  r e l a t i o n s h i p  each v a r i a b l e  had w i th  th e  model g iven  on page 50, 
as  w e l l  as  to  de term ine  s u r ro g a te s  which co u ld  p o s s ib ly  be e l im in a te d  
to  s im p l i fy  t h a t  model.
H3b and H4b. These two hypo theses  (on pages 56 and 57) were t e s t e d  
in  th e  same manner as  t h e i r  two c o u n te r p a r t s  above. The d i f f e r e n c e s  in  
th e s e  two hypo theses  and th e  two above were ana lyzed  to  de te rm ine  which 
of th e  r e l a t i o n s h i p s  s t a t e d  in  th e  two above hypotheses  were u n ique  to  
com para tive  a d v e r t i s i n g .
B efore  any o f  th e  above methods o f  a n a l y s i s  could  be p e rfo rm ed , 
th e  d a ta  ob v io u s ly  had to  be c o l l e c t e d .  C onsequen tly , th e  n e x t  s e c t io n  
d e a ls  w i th  th e  sam pling p ro c e d u re .
Sample S iz e  and P rocedure
To c o l l e c t  th e  d a t a ,  s tu d e n t  i n t e r v ie w e r s  were used  on a d o o r - to -  
door b a s i s .  The in te r v ie w e r s ,  l i k e  th e  re s p o n d e n ts ,  were unaware o f 
th e  t r u e  n a tu r e  o f  th e  experim ent u n t i l  a f t e r  a l l  th e  d a ta  had  been 
c o l l e c t e d .  This  was done to  av o id  in t r o d u c in g  in te rv ie w e r  b i a s  in to  
th e  r e s u l t s .  In  a d d i t i o n ,  th e  in te r v ie w e r s  r e c e iv e d  some t r a i n i n g  to  
in s u re  t h a t  p ro p e r  d a ta  c o l l e c t i o n  p ro c e d u re s  were fo llow ed .
I n te rv ie w e r s  were i n s t r u c t e d  to  c o l l e c t  re sp o n se s  on ly  from fem ales 
who were th e  lady  o f  th e  hou se .  T h is  was done in  o rd e r  to  c o n t r o l  f o r  
sex  and to  c o l l e c t  r e sp o n se s  from p e rso n s  who were r e p r e s e n t a t i v e  o f  the
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m arket f o r  which th e  ads i n  t h i s  s tudy  would norm ally  be in te n d e d .
Sampling C r i t e r i a .  I n  a d d i t io n  to  th e  above, to  i n s u r e  t h a t  th e  
r e p r e s e n t a t i v e  m arket was sampled, th e  re sp o n d en ts  were chosen  by u s in g  
s e l e c t e d  census  t r a c t s .  These census t r a c t s  were chosen on th e  b a s i s  of 
th r e e  v a r i a b l e s :  e d u c a t io n ,  income, and ag e .  To be in c lu d e d  in  th e  
sam ple, a census  t r a c t  had to  have (1) a p e r  c e n t  o f  h ig h  schoo l g ra d u a te s  
which e q u a l le d  or exceeded th e  Baton Rouge average  (58%); (2 )  a mean i n ­
come l e v e l  which e q u a l l e d  o r  exceeded th e  Baton Rouge average  ($ 1 0 ,9 0 7 ) ;
(3 )  a p e r  c e n t  o f  f a m i l i e s  below p o v e r ty  income le v e l s  which d id  n o t  
exceed  th e  Baton Rouge averag e  (14%); and (4 )  a pe r  c e n t  o f  fem ales  over 
65 which d id  n o t  exceed th e  Baton Rouge average  (8.9%) — 1970 census  d a ta .
The number of re sp o n d e n ts  chosen in  each  t r a c t  was de te rm ined  by 
th e  p ro p o r t io n  o f  t h a t  t r a c t ' s  p o p u la t io n  to  th e  o v e r a l l  Baton Rouge 
p o p u la t io n .  (A c h a r t  showing how each  t r a c t  r a t e d  on th e  fo u r  above 
c r i t e r i a  can be found in  th e  A ppendix .) W ith in  each t r a c t ,  census 
b lo c k s  were chosen by use  o f  a random numbers t a b l e .  In  a d d i t i o n ,  a 
number between one and fo u r  was o b ta in e d  a t  th e  same tim e and was used  
to  de term ine  th e  p o s i t i o n  o f  th e  f i r s t  house to  be in te rv ie w e d  on each  
b lo c k .  A f te r  t h a t  in t e r v ie w ,  every  f o u r th  house was in c lu d e d  in  th e  
su rv ey . ( I n s t r u c t i o n s  f o r  th e  in te r v ie w e r s  can  be found i n  th e  Appendix .)
For p u rp o ses  o f  c o n t r o l ,  a fo llo w -u p  te le p h o n e  in te r v ie w  w ith  a t  
l e a s t  one re sp o n d en t p e r  in te r v ie w e r  was co n d u c ted .
A minimum sample s i z e  o f  120 f o r  each  p ro d u c t  c a te g o ry  t e s t e d  was 
de term ined  ( a s  d is c u s s e d  below) on th e  b a s i s  o f  th e  s t a t i s t i c a l  methods 
u sed  f o r  a n a ly s is *  The 120 s u b je c t s  were t o  be randomly d iv id e d  to  
p la c e  60 in  a c o n t r o l  group and 60 in  a  t r e a tm e n t  group.
Sample S ize  D e te rm in a t io n . In  d e te rm in ing  th e  sample s i z e ,  two 
approaches  were u se d .  In  th e  f i r s t  approach , th e  maximum number o f  
c e l l s  to  be in c lu d e d  in  any c h i - s q u a r e  t e s t  was de term ined  to  be e i g h t .  
With th e  c h i - s q u a r e  t e s t ,  a minimum o f  5 item s p e r  c e l l  i s  r e q u i r e d  f o r  
no l e s s  than  80 p e r  c e n t  o f  a l l  th e  c e l l s ,  t h e r e f o r e ,  a sample s i z e  of 
120 would g ive  an average  o f 15 item s p e r  c e l l  — over t h r e e  t im es  th e  
minimum number needed . Thus, th e  d e s ig n a te d  sample s i z e  was ex p ec ted  
t o  p e rm it  m eeting  th e  c h i - s q u a r e  m in im u m -freq u en cy -p er-ce l l  re q u ire m e n t .
The second approach to  d e te rm in in g  sample s i z e  was s t a t i s t i c a l l y  
more p r e c i s e  bu t y ie ld e d  s im i l a r  r e s u l t s .  This  approach in v o lv ed  d e t e r ­
m ining th e  r e q u i r e d  sample s i z e  f o r  u s in g  a " t 11 t e s t  which would g ive  
a power o f .9 5 ,  such t h a t  i f  th e  d i f f e r e n c e  i n  two sample means was
g r e a t e r  than  1, th e  n u l l  h y p o th e s is  t h a t  th o se  two means were eq u a l
would be r e j e c t e d ,  o th e rw is e ,  i t  would be a ccep ted  w i th  .95 deg rees  of 
c o n f id e n ce .  To use  t h i s  app roach , th e  s ta n d a rd  d e v ia t io n  and sample 
s iz e  f o r  the  c o n t r o l  and t r e a tm e n t  groups were assurifiS'd t o ‘be'■equal.
S ince  t h e  sample s i z e  cou ld  e a s i l y  be in c re a s e d  to  in s u re  sample s i z e  
e q u a l i t y ,  and s in ce  random sam pling should  y i e l d  two eq u a l  g ro u p s ,  then  
when a n u l l  h y p o th e s is  was c o r r e c t  (when com para tives  were n o t  e f f e c t i v e ) ,  
th e s e  two assum ptions would be r e a l i s t i c .  F i n a l l y ,  g iven  an assumed 
s ta n d a rd  e r r o r  f o r  th e  d i f f e r e n c e  i n  two group means o f  1 .5 ,  th e  r e q u i r e d  
sample s i z e  f o r  b o th  th e  c o n t r o l  and t re a tm e n t  groups was 58 . S ince  
th e  Kolomogorov-Smirnov t e s t  has  a p o w e r - e f f i c i e n ty  o f  around .9 6 ,  
in c r e a s in g  th e  sample s i z e  to  60 y ie ld e d  a l e v e l  o f  power e q u iv a le n t  to  
t h a t  o f  a " t ” t e s t  u s in g  58. Thus, a t o t a l  o f  120 met th e  re q u ire m e n ts
o f  t h i s  second approach .
S in ce  th r e e  p ro d u c t c a te g o r ie s  w ere u sed  in  th e  s tu d y , a minimum 
o f  360 s u b je c ts  e x is te d *  However, to  g u a ra n te e  t h a t  a minimum o f 360 
u su a b le  s u b je c ts  would e x i s t ,  a sam ple o f ov er 400 was so u g h t. The 
f i n a l  number o f u s a b le  q u e s t io n n a ir e s  was 419 . A pprox im ate ly  h a l f  w ere 
c o m p ara tiv e  and h a l f  w ere n o n -c o m p a ra tiv e . A pprox im ate ly  o n e - th i r d  o f  
th e  419 w ere q u e s t io n n a ir e s  f o r  each  o f  th e  t h r e e  p ro d u c t c a te g o r i e s .
The a c tu a l  sample s iz e  f o r  each  group i s  g iv en  in  th e  A ppendix.
R e l i a b i l i t y  and V a l id i ty  o f  th e  S tudy
A f i n a l  c o n s id e r a t io n  to  be made as  p a r t  o f  any s tu d y 's  m ethodology 
i s  th e  r e l i a b i l i t y  and v a l i d i t y  o f  t h a t  s tu d y .
R e l i a b i l i t y . R e l i a b i l i t y  i s  co n cern ed  w ith  th e  c o n s is te n c y  o r 
s t a b i l i t y  o f  t e s t  r e s u l t s  ov er g roups o f  in d iv id u a ls  o r  o v er th e  same
g
in d iv id u a l  a t  d i f f e r e n t  t im e s .  To e s tim a te  th e  r e l i a b i l i t y  o f  t h i s  
s tu d y , each  s u b je c t  was r e q u ir e d  to  resp o n d  to  fo u r  s e t s  o f  two seven - 
p o in t  r a t i n g s  p e r  s e t .  These r a t i n g s  r e p re s e n te d  two forms o f  r e l i ­
a b i l i t y  e s t im a t io n :  (1 ) th e  use o f  s im i la r  b u t n o t i d e n t i c a l  (p sy ch o ­
g ra p h ic )  s ta te m e n ts  and (2 ) th e  u se  o f  i d e n t i c a l  s ta te m e n ts  ( f o r  
sp o n so r t r u s tw o r th in e s s  o f th e  a s p i r i n  ad , and th e  w i l l in g n e s s  to  
c o n s id e r  buy ing  th e  sp o n so rin g  b ra n d  o f  th e  t r e a tm e n t- c o n t r o l  a d ) .
The two re s p o n se s  to  each  o f  th e s e  fo u r  s e t s  w ere (Spearm an) c o r r e l a t e d  
to  d e te rm in e  t h e i r  d eg ree  o f  c o n s is te n c y .  The r e s u l t i n g  c o r r e la t io n s  
a re  d is c u s s e d  in  th e  n e x t c h a p te r .
Knowing th e  l e v e l  o f  r e l i a b i l i t y  i s  a ls o  im p o rtan t b ecau se  i t  
p la c e s  a l im i t  o r  u p p er bound on th e  amount o f  v a l i d i t y  o f  a s tu d y .
P au l £ . G reen and Donald S . T u l l ,  R esearch  fo r  M ark e tin g  D e c is io n s  
(Englew ood C l i f f s :  P r e n t i c e - H a l l ,  I n c . ,  1 9 7 5 ), p .  203
Even when r e l i a b i l i t y  i s  p e r fe c t^  th e re  i s  no g u a ra n te e  o f  v a l i d i t y .
Thus, r e l i a b i l i t y  i s  a n e c e s sa ry  b u t i s  n o t a s u f f i c i e n t  c o n d i t io n  fo r  
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v a l i d i t y .  C o n seq u en tly , to  a s s e s s  th e  v a l i d i t y  o f  t h i s  s tu d y  o th e r  
f a c to r s  must be c o n s id e re d .
V a l id i ty . B efore  e v a lu a tin g  th e  v a l i d i t y  o f  th e  s tu d y , a  b r i e f  
d is c u s s io n  of v a l i d i t y  m ust be g iv e n , in c lu d in g  i t s  in f lu e n c in g  f a c to r s .  
In  g e n e r a l ,  v a l i d i t y  means th a t  a s tu d y 's  d a ta  must be u n b ia se d
g
and re le v a n t  to  th e  c h a r a c t e r i s t i c  b e in g  s tu d ie d . When a s s e s s in g  th e
v a l i d i t y  o f an ex p e rim en ta l d e s ig n , Campbell and S ta n le y  em phasize
9
two ty p e s  o f v a l i d i t y  — i n t e r n a l  and e x te r n a l .  I n t e r n a l  v a l i d i t y  i s  
concerned  w ith  w hether o r  n o t th e  p a r t i c u l a r  t re a tm e n t d id  in  f a c t  
a c tu a l ly  b r in g  abou t th e  e f f e c t  d e te c te d  by some m easu rin g  d e v ic e . 
E x te rn a l v a l i d i t y  i s  concerned  w ith  knowing to  w hich  p o p u la t io n s ,  
s e t t i n g s ,  tre a tm e n t v a r i a b le s ,  and measurement v a r i a b le s  the  e x p e r im en ta l 
e f f e c t s  can be g e n e ra l iz e d .
Campbell and S ta n le y  l i s t e d  e ig h t  c la s s e s  o f  ex tran eo u s  v a r ia b le s  
th a t  de term ine  w hether o r  n o t an ex p e rim en ta l d e s ig n  i s  to  have i n t e r n a l  
v a l id i ty *  The e ig h t  e x tra n eo u s  v a r ia b le  c la s s e s  a re  h i s to r y ,  m a tu ra ­
t i o n ,  t e s t i n g ,  in s tru m e n ta t io n ,  s t a t i s t i c a l  r e g r e s s io n ,  s e l e c t i o n ,  ex p er­
im e n ta l m o r t a l i t y ,  and s e l e c t io n - m a tu r a t io n .^  F a c to r s  a f f e c t in g  
e x te r n a l  v a l i d i t y  in c lu d e  i n t e r a c t io n  o f t e s t i n g  and th e  t r e a tm e n t ,
7
N unnaliy , lo c . c i t . , p .  172.
g
Green and T u l l ,  lo c . c i t . ,  p . 202.
9Campbell and S ta n le y , lo c . c i t . ,  p .  5 .
"^See Cam pbell and S ta n le y  f o r  a  more d e ta i l e d  d is c u s s io n  o f  th e se  
v a r i a b le s .
i n t e r a c t io n  o f  s e le c t io n  and th e  t r e a tm e n t ,  r e a c t iv e  e f f e c t s  o f th e
e x p erim en ta l s e t t i n g ,  and in te r f e r e n c e  r e s u l t i n g  from p re v io u s  t r e a t -
- 11 m en ts .
In  o rd e r fo r  a d e s ig n  to  have b o th  ty p e s  o f v a l i d i t y ,  a l l  th e  
f a c to r s  m entioned above m ust be c o n t r o l le d .  The e x te n t to  which th e y  
a re  c o n t r o l le d  depends on th e  e x ac t d e sig n  o f  th e  ex p erim en t. The 
ex p e rim en ta l d esig n  fo r  t h i s  s tudy  was a p o s t t e s t - o n ly  c o n tr o l  group 
d e s ig n . For such a d e s ig n , Campbell and S ta n le y  p e rc e iv e  a l l  e ig h t 
c la s s e s  o f  ex tran eo u s  v a r ia b le s  as b e in g  c o n t r o l le d ,  c o n se q u e n tly , 
i n t e r n a l  v a l i d i t y  e x i s t s  fo r  t h i s  d e s ig n .
Of th e  fo u r f a c to r s  a f f e c t in g  th e  d e sig n * s  e x te r n a l  v a l i d i t y ,  
Campbell and S ta n le y  c o n s id e r  on ly  th r e e  as  r e l e v a n t .  Of th o se  th r e e ,  
th ey  p e rc e iv e  th e  in te r a c t io n  o f t e s t i n g  and th e  tre a tm e n t as c o n t r o l le d  
b u t in d ic a te  th a t  th e  in te r a c t io n  o f s e le c t io n  and th e  t r e a tm e n t ,  p lu s  
th e  e f f e c t s  o f  th e  ex p e rim en ta l s e t t i n g  a re  p o s s ib le  so u rc e s  o f  co n ce rn . 
S ince  in  t h i s  s tudy  a la rg e  sample was u se d , th e  f i r s t  so u rce  o f concern  
should  n o t be c o n s id e re d  s ig n i f i c a n t  fo r  th o se  groups w hich  were shown 
to  be s im i la r ,  o r  a t  l e a s t  n o t as s ig n i f i c a n t  as th e  second  so u rce . The 
m ajor l im i t a t i o n  to  g e n e ra l iz in g  th e  r e s u l t s  o f  t h i s  s tu d y  seems to  be 
th e  e f f e c t s  o f  th e  d a ta  b e in g  c o l le c te d  in  an e x p e r im e n ta l s e t t i n g .  
However, s in c e  no o th e r  s tu d y  o f t h i s  n a tu re  has been conducted  to  
examine com parative  a d v e r t i s in g ,  many r e p l i c a t i o n  s tu d ie s  would have 
to  fo llo w  b e fo re  any m ean in g fu l g e n e r a l iz a t io n s  cou ld  be e s ta b l i s h e d .
11Ibid., pp. 5-6.
A b a s is  fo r  e s ta b l i s h in g  such g e n e r a l iz a t io n s  can be found in  the  
fo llo w in g  c h a p te r  which a n a ly z e s  th e  r e s u l t s  o f  t h i s  s tu d y 's  e x p e r i­
m en ta l d e s ig n .
CHAPTER VI 
ANALYSIS OF THE RESULTS
The o b je c t iv e  o f  t h i s  c h a p te r  i s  to  p ro v id e  an a n a ly s i s  o f  th e  
d a ta  w hich w ere c o l l e c t e d  and a n a ly z e d  i n  acco rd an ce  w ith  th e  p ro c e d u re s  
d e s c r ib e d  in  th e  p re v io u s  c h a p te r .  To a ch ie v e  t h i s  o b je c t iv e ,  th e  
c h a p te r  exam ines th e  fo llo w in g : th e  r e l i a b i l i t y  o f  th e  d a ta ,  group
c o m p ariso n s , and th e  s t a t i s t i c a l  t e s t  r e s u l t s  o f  th e  s tu d y 's  h y p o th e se s .
R e l i a b i l i t y  o f  th e  D ata
As d is c u s s e d  in  th e  m ethodology c h a p te r ,  fo u r  s e t s  o f  r e l i a b i l i t y  
t e s t  s ta te m e n ts  w ere u sed  in  th e  s tu d y . S in ce  an o r d in a l  d a ta  assump­
t i o n  was m ade, r e l i a b i l i t y  was d e te rm in ed  by com puting a Spearman 
c o r r e l a t i o n  c o e f f i c i e n t  f o r  each o f  th e  fo u r  s e t s  o f  r e l i a b i l i t y  s t a t e ­
m e n ts . To do t h i s ,  th e  re sp o n se s  to  each  o f  th e  s ta te m e n ts  w ere sep a ­
r a t e l y  ran k ed  f o r  a l l  re s p o n d e n ts ,  th e n  th e  ra n k in g s  f o r  e ach  re sp o n d e n t 
w ere  p a i r e d  so a  c o r r e l a t i o n  c o e f f i c i e n t  f o r  each  o f  th e  fo u r  r e l i a b i l i t y  
s e t s  c o u ld  be d e te rm in e d .
Two o f th e  fo u r  s e t s  o f  s ta te m e n ts  d e a l t  w ith  p r i c e  c o n sc io u sn e s s  
and s e l f - c o n f id e n c e .  For th e s e  two p sy ch o g rap h ic  c o n s t r u c t s ,  r e l i a b i l i t y  
was t e s t e d  by u s in g  s im i la r  b u t n o t i d e n t i c a l  s ta te m e n ts .  A t e s t  s t a t e ­
m ent f o r  each  o f  th e s e  two c o n s t r u c ts  ap p ea re d  on th e  f i r s t  and th e  l a s t  
p ag es  o f  th e  q u e s t io n n a i r e .  The r e s u l t i n g  Spearman c o r r e l a t i o n  c o e f­
f i c i e n t s  f o r  th e s e  two c o n s t r u c ts  w ere .75  (N =  418) and .66 (N =  4 1 6 ) , 
r e s p e c t i v e l y ,  and had  a l e v e l  o f s ig n i f ic a n c e  o f  .0 0 0 1 .
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The o th e r  two s e t s  o f  r e l i a b i l i t y  t e s t  s ta te m e n ts  employed th e  
u se  o f  i d e n t i c a l  s ta te m e n ts  w hich ap p ea red  in  d i f f e r e n t  p a r t s  o f  th e  
q u e s t io n n a ir e .  One s e t  r e q u ir e d  th e  re sp o n d e n ts  to  r a t e  th e  t r u s t ­
w o rth in e s s  o f  th e  a s p i r i n  a d 's  sp onso r w h ile  th e  o th e r  r e q u ir e d  th e  
re sp o n d e n ts  to  r a t e  t h e i r  w i l l in g n e s s  to  c o n s id e r  b u y ing  th e  p ro d u c t 
w hich ap p eared  in  th e  o th e r  ad th e y  had r a t e d .  The re sp o n d e n ts  f i r s t  
en co u n te re d  each  o f  th e s e  t e s t  s ta te m e n ts  w h ile  r a t i n g  th e  two a d s . 
T h e ir  second ex p o su re  o c c u rre d  w h ile  th e y  w ere co m p le tin g  th e  l a s t  
page o f th e  q u e s t io n n a ir e .  B ecause th e  a s p i r i n  ad was common to  a l l  
groups and th e  l a s t  page o f each  q u e s t io n n a ir e  was common to  a l l  th e  
q u e s t io n n a i r e s ,  th e s e  two r e l i a b i l i t y  s ta te m e n ts  ap p eared  on th e  l a s t  
page as fo llo w s :
How t ru s tw o r th y  i s  th e  sp o n so r f o r  th e  a s p i r i n  ad?
n o t  t r u s tw o r th y  1__  2__  3__  4__ 5__  6__  7__ v e ry  t ru s tw o r th y
F or th e  o th e r  ad you have a ls o  r a t e d , w ould you c o n s id e r  buy ing  
th e  s p o n s o r 's  brand?
would n o t would c o n s id e r
c o n s id e r  b u y in g  1__  2__  3__  4 5___ 6__  7__  buy ing
S in c e  th e  second s ta te m e n t d id  n o t s p e c i f i c a l l y  s t a t e  th e  p ro d u c t 
c a te g o ry  (d ish w a sh e rs , h a i r  s t y l e r s ,  o r  m icrow ave o v e n s ) , th e r e  a p p ea rs  
to  have been some c o n fu s io n  in  th e  re sp o n se  to  t h i s  q u e s t io n .  The 
Spearman c o r r e l a t i o n  c o e f f i c i e n t  was o n ly  .4 8  (N =  410) v e rs u s  .68  
(N =  408) f o r  th e  t r u s tw o r th in e s s  r a t i n g  o f  th e  a s p i r i n  a d 's  sp o n so r . 
The l e v e l  o f s ig n i f ic a n c e  f o r  b o th  o f  th e s e  c o r r e l a t i o n  c o e f f i c i e n t s  
was .0 0 0 1 .
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B ecause th e s e  c o e f f i c i e n t s  w ere below  th e  t r a d i t i o n a l l y  a c c e p te d  
l e v e l s  o f  .8  o r  . 9 ,  th o se  s u b je c ts  g iv in g  p a i r e d  re sp o n se s  w hich 
d i f f e r e d  by more th a n  two ( l e v e l s )  w ere removed from  th e  sam ple. The 
r e l i a b i l i t y  c o e f f i c i e n t s  th e n  in c re a s e d  to  w i th in  th e  t r a d i t i o n a l l y  
a c c e p ta b le  ra n g e , how ever, th e  d a ta  a n a ly s is  p roduced  th e  same p a t t e r n  
o f  r e s u l t s  a s  when th e  f u l l  sam ple was u se d . C o n se q u e n tly , th e  r e s u l t s  
t h a t  fo llo w  a re  th o se  d e te rm in ed  when th e  f u l l  sam ple was u se d .
Group Com parisons
The d e s ig n  o f  th e  q u e s t io n n a ir e  was such  th a t  a p p ro x im a te ly  f o r ty  
v a r i a b l e s  e x is te d  f o r  m aking group c o m p ariso n s . These v a r i a b le s  in ­
c lu d e d  fo u r  dem ograph ics, e ig h t  p sy ch o g rap h ic  s ta te m e n ts  ( s e e  F ig u re  
4 ) ,  t h r e e  p e r c e p tu a l  r a t i n g s  o f  a d v e r t i s i n g  in  g e n e r a l ,  p lu s  a l l  th e  
re s p o n se s  to  th e  a s p i r i n  ad* G iven th e s e  v a r i a b l e s ,  com parisons w ere 
made betw een th e  co m p ara tiv e  and th e  n o n -co m p ara tiv e  ad g roups fo r  each  
o f  th e  th r e e  p ro d u c t c a te g o r i e s .
F ig u re  5 shows th e  d i s s i m i l a r i t i e s  o f  each  group by p ro d u c t 
c a te g o ry  and t h e i r  s ig n i f ic a n c e  l e v e l .  A ll  th e  outcom es r e p o r te d  in  
F ig u re  5 a re  th e  r e s u l t  o f  K olm ogorov-Sm irnov t e s t s  ex ce p t th o se  shown 
f o r  th e  l a s t  two v a r ia b le s  l i s t e d  b ecause  t h e i r  re sp o n se s  w ere nom inal 
in  n a tu r e  and r e q u i r e d  c h i- s q u a r e  t e s t s .
D ishw asher Group Com parisons
Of th e  th r e e  p ro d u c t c a t e g o r i e s ,  th e  two groups w i th in  t h i s  
c a te g o ry  had th e  g r e a t e s t  s i m i l a r i t y .  D i s s im i l a r i t y  was fo u n d , how ever, 
(s e e  F ig u re  5 f o r  l e v e l s  o f  s ig n i f ic a n c e  w hich ra n g e  fo r  t h i s  p ro d u c t 
from .2 0  to  .1 0 ) in  t h a t  th e  co m p ara tiv e  group (1 ) had had more bad 
e x p e r ie n c e s  w ith  th e  use  o f  a s p i r i n s  and c e r t a i n  b ran d s o f  a s p i r i n s ;
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Fig. 4
PSYCHOGRAPHIC MEASURES USED IN THE STUDY
P r ic e  C o n sc io u sn ess  # 1 :
I  shop a l o t  fo r  " s p e c i a l s . "
P r ic e  C o n sc io u sn ess  # 2 :
I  u s u a l ly  w atch  ads f o r  s a l e s .
S e lf-C o n f id e n c e  # 1 :
I  have more s e lf - c o n f id e n c e  th a n  m ost p e o p le .
S e lf-C o n f id e n c e  # 2 :
I  th in k  I  have a l o t  o f  p e rs o n a l  a b i l i t y .
O p in ion  L e a d e rsh ip  # 1 :
My f r ie n d s  o f te n  come to  me fo r  a d v ic e .
O pin ion  L e a d e rsh ip  #2 :
I  som etim es in f lu e n c e  why my f r ie n d s  buy .
In fo rm a tio n  S eek in g  #1 :
I  o f te n  seek  ad v ice  o f  f r ie n d s  re g a rd in g  which b ra n d  to  buy.
In fo rm a tio n  S eek ing  #2:
I  spend a l o t  o f tim e  t a lk in g  w ith  f r ie n d s  abou t p ro d u c ts  
and b ra n d s .
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Fig. 5
SIGNIFICANT DIFFERENCES FOUND IN TESTING THE EQUIVALENCE 
OF THE COMPARATIVE AND NON-COMPARATIVE GROUPS
V a r ia b le s
P r ic e  C o n sc io u sn ess  #1 
P r ic e  C o n sc io u sn ess  #2  
O pinion  L eader #2 
In fo rm a tio n  S eeking  #1 
In fo rm a tio n  S eeking  #2 
A d v e r t is in g  In fo rm a tiv e n e s s  
A d v e r t is in g  U se fu ln e ss  
A d v e r t is in g  T ru s tw o r th in e s s  
I n t e r e s t  o f  A sp ir in  Ad 
U se fu ln ess  o f  A s p ir in  Ad 
Bad E x p e rien ce  w ith  A s p ir in s  
Bad E x p e rien ce  -  A s p ir in  Brands
P ro d u c t C a te g o r ie s  
D ishw asher H a ir  S ty le r  M icrowave Oven
C ( .0 5 )  N ( .2 0 )
C ( .0 5 )  N ( .1 0 )
N ( .2 0 )
C ( .0 5 )
C ( .0 2 )  N ( .0 2 )
N ( .0 1 )
N ( .0 2 )
C ( .2 0 )
C ( .0 5 )
C ( .1 0 )
C ( .2 0 )
C ( .2 0 )  
N ( .1 0 )  
N ( .1 0 )
N ote; T ab le  E n try  Form at X (W)
X =  C -  Less c h a r a c t e r i s t i c  o r low er r a t i n g s  f o r  th e  
co m p ara tiv e  ad group on t h a t  v a r ia b le
=  N -  Less c h a r a c t e r i s t i c  o r  low er r a t i n g s  f o r  th e  
n o n -co m p ara tiv e  ad group on th a t  v a r ia b le
W =  L evel o f  s ig n i f ic a n c e  ( i f  b la n k  — n o t s i g n i f i c a n t  
a t  .20 o r  l e s s )
(2 )  t h i s  group r a te d  th e  a s p i r i n  ad le s s  u s e f u l ;  and (3 ) th e y  a lso  r a t e d  
a d v e r t i s in g  in  g e n e ra l  a s  b e in g  le s s  u s e f u l .
H a ir S ty l e r  Group Com parisons
The two groups w i th in  t h i s  c a te g o ry  d i f f e r e d  s i g n i f i c a n t l y  on 
a number o f  b a s e s .  (S ee F ig u re  5 f o r  le v e l s  o f  s ig n i f ic a n c e  w hich 
ran g e  from .20  to  .02  f o r  t h i s  p ro d u c t c a te g o r y .)  In  p a r t i c u l a r ,  
th e  co m p ara tiv e  group r a t e d  th em se lv es  lower on p r i c e  c o n s c io u s n e s s , 
in fo rm a tio n  s e e k in g , t r u s t  in  a d v e r t i s in g  in  g e n e r a l ,  and th e  u s e f u ln e s s  
and i n t e r e s t  o f  th e  a s p i r i n  ad . The two g roups d id  n o t s i g n i f i c a n t l y  
d i f f e r  on th e  rem a in in g  v a r i a b l e s  g iv e n  above.
Microwave Oven Group Com parisons
S im ila r  to  th e  h a i r  s t y l e r  p ro d u c t c a te g o ry ,  th e  two groups in  
t h i s  c a te g o ry  a ls o  d i f f e r e d  s i g n i f i c a n t l y  on a  number o f  v a r i a b l e s .
(See F ig u re  5 f o r  le v e l s  o f  s ig n i f ic a n c e  w hich ra n g e  from .20  to  .01 
f o r  t h i s  p ro d u c t c a te g o r y .)  The d i s s i m i l a r i t i e s  in  t h i s  p ro d u c t c a te g o ry  
fo llo w ed  a s im i la r  p a t t e r n  to  th e  h a i r  s t y l e r  g ro u p . Except in  t h i s  
c a te g o ry , th e  n o n -co m p ara tiv e  group v e rs u s  th e  co m p ara tiv e  group in  th e  
h a i r  s t y l e r  c a te g o ry  r a t e d  th em se lv es  lower on p r i c e  c o n sc io u s n e s s , 
in fo rm a tio n  s e e k in g , u s e f u ln e s s  and in fo rm a tiv e n e s s  o f a d v e r t i s i n g  in  
g e n e r a l ,  and on o p in io n  le a d e r s h ip .  S im i la r ly ,  th e  two g roups i n  t h i s  
p ro d u c t c a te g o ry  d id  n o t s i g n i f i c a n t l y  d i f f e r  on th e  rem a in in g  v a r ia b le s  
m en tioned  above.
The re a so n  f o r  th e  g r e a t  d i s s i m i l a r i t y  w i th in  th e  l a s t  two p ro d u c t 
c a te g o r ie s  i s  unknown. As m en tio n ed  i n  th e  p re v io u s  c h a p te r ,  each  
in te rv ie w e r  c o l l e c te d  d a ta  from  random ly s e le c te d  cen su s  b lo c k s  and 
from  random ly s e le c te d  h o u ses  w ith in  th e  s e le c te d  c en su s  b lo c k s .  In
a d d it io n }  each  in te rv ie w e r  was g iv en  a s e t  o f  seven q u e s t io n n a ir e s }  
o f  w hich s ix  w ere u n iq u e . T hat i s ,  from  each  cen su s  b lock}  d a ta  on 
each  o f  th e  s ix  d i f f e r e n t  p o r t f o l i o s  (3 p ro d u c t c a te g o r ie s  X 2 ty p e s  of 
ads - -  co m p ara tiv e  o r n o n -co m p ara tiv e ) w ere c o l l e c t e d .  Thus} i t  would 
seem t h a t  by chance a lone}  th e  above group d i s s i m i l a r i t i e s  o c c u r re d .
S ince  th e  two groups f o r  two o f  th e  p ro d u c t c a te g o r ie s  w ere 
s i g n i f i c a n t l y  d i f f e r e n t  on a number o f  b ases}  t h e i r  r e s u l t s  sh o u ld  
be c o n s id e re d  w ith  c a u t io n .  O n e 's  f i r s t  im p re ss io n  m ig h t be to  ig n o re  
th e  r e s u l t s  of- th e s e  two p ro d u c t c a te g o r ie s  c o m p le te ly . But} s in c e  th e  
two groups w i th in  each  p ro d u c t c a te g o ry  d i f f e r e d  on th e  b a s is  o f  a 
s e t  o f  common v a r i a b l e s ,  th e  r e s u l t s  f o r  th e s e  two p ro d u c t c a te g o r ie s  
w ere exam ined in  o rd e r  to  g a in  some in s ig h t  in to  th e  p o s s ib le  r e l a t i o n ­
s h ip s  e x i s t i n g  betw een t h i s  s e t  o f  v a r i a b le s  and th e  g ro u p s ' re s p o n se s  
to  th e  d i f f e r e n t  s e t s  o f p o r t f o l i o s .
The S tu d y 1s H ypotheses
Having d is c u s s e d  th e  r e l i a b i l i t y  o f  th e  d a ta  and th e  d eg ree  o f  
group s i m i l a r i t y ,  th e  rem a in d er o f  t h i s  c h a p te r  i s  co n cern ed  w ith  th e  
t e s t  r e s u l t s  o f  th e  s tu d y 's  h y p o th e se s . These w i l l  be d is c u s s e d  by 
p ro d u c t a s  s t a t e d  in  th e  m ethodology c h a p te r .
HI R e c a l l  o f  th e  sp o n so red  b ra n d  in  a  co m p ara tiv e  ad
i s  g r e a te r  th a n  in  a  n o n -co m p ara tiv e  ad .
F o r a l l  th r e e  p ro d u c t c a t e g o r i e s ,  b ra n d  r e c a l l  was e x tre m e ly  h ig h  
f o r  b o th  th e  co m p ara tiv e  and n o n -co m p ara tiv e  g ro u p s . In  f a c t ,  th e  p e r  
c e n t  o f  re sp o n d e n ts  n o t r e c a l l i n g  th e  c o r r e c t  b ran d  ran g ed  from  o n ly  
4 to  9 p e r  c e n t  f o r  a l l  s ix  g ro u p s . C o n se q u e n tly , w ith  such  h ig h  r e c a l l ,  
when a  c h i- s q u a re  v a lu e  was com puted fo r  each  o f  th e  t h r e e  p ro d u c t
c a te g o r ie s ,  th e  above h y p o th e s is  was r e j e c t e d .  One e x p la n a tio n  fo r  th e  
h ig h  b rand  r e c a l l  i s  th a t  th e  s tu d y  in c lu d e d  o n ly  e x i s t i n g  n a t i o n a l l y -  
known b ran d s v e r s u s  b rand  names c o in ed  j u s t  f o r  th e  e x p e r im en t. T h is 
was done so th e  re sp o n d e n ts  c o u ld  c o n c e n tra te  on th e  ads r a t h e r  th an  
s im p ly  t r y in g  to  l e a r n  th e  names o f  th e  sp o n so r.
H2. R e c a l l  o f  th e  a d v e r t i s e d  c la im s  in  a  co m p ara tiv e  ad i s  
g r e a t e r  th an  in  a n o n -co m p ara tiv e  a d .
For each  p ro d u c t  c a te g o ry , a c h i- s q u a r e  t e s t  was p e rfo rm ed .
I t  was de term in ed  th a t  th e re  was no s i g n i f i c a n t  d i f f e r e n c e  in  th e  
amount o f  c la im  r e c a l l  fo r  th e  two ty p e s  o f  a d s . The p e r  c e n t  o f  
t o t a l l y  in c o r r e c t  c la im s  g iv en  by th e  re sp o n d e n ts  ran g ed  from  24% f o r  
th e  d ishw asher c a te g o ry  to  487. f o r  th e  m icrowave oven c a te g o ry .  As 
shown in  F ig u re  6 ,  w i th in  each  p ro d u c t c a te g o ry , th e  number o f  in c o r r e c t  
r e c a l l s  w ere e v e n ly  s p l i t  betw een th e  co m p ara tiv e  and  n o n -co m p ara tiv e  
g ro u p s . The d i f f e r e n c e  in  th e  r e c a l l  p a t t e r n s  b e tw een  th e  f i r s t  two 
p ro d u c t c a te g o r ie s  and th e  m icrowave oven c a te g o ry  was i n t e r e s t - s p e c i f i c .  
T h a t i s ,  when th o s e  re sp o n d e n ts  who i n c o r r e c t ly  r e c a l l e d  t h a t  ad  were 
e l im in a te d ,  a s i g n i f i c a n t  in c re a s e  in  p ro d u c t i n t e r e s t  and n e a rn e s s  to  
p u rc h a se  e x is te d  a s  compared to  th e  o r i g i n a l  m icrow ave oven g ro u p . 
T h e re fo re , th e  h ig h ,  in c o r r e c t  c la im  r e c a l l  r e f l e c t e d  a g r e a te r  p o l a r i t y  
o f  i n t e r e s t  fo r  t h i s  p ro d u c t v e r s u s  th e  o th e r  two p ro d u c ts  - -  w hich  d id  
n o t  show s i g n i f i c a n t  d i f f e r e n c e s  in  p ro d u c t i n t e r e s t  when re sp o n d e n ts  
a s s o c ia te d  w ith  i n c o r r e c t  c la im s  f o r  th o s e  two ads w ere  removed from 
th e  sam ple.
H l-2a  R e c a l l  o f  a co m p ara tiv e  (H l-2 b  — a n o n -c o m p a ra tiv e )
and ad i s  p o s i t i v e l y  r e l a t e d  w ith  l e v e l  o f  e d u c a tio n ;
H l-2 b . s e l f - c o n f id e n c e ;  in fo rm a tio n  s e e k in g ; o p in io n
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Fig. 6
CLAIM RECALL BY PRODUCT CATEGORY 
D ishw ashers
Claim  R e c a ll C ategory
Ad Type I  2 3 4 T o ta l
Com parative
Non-Com parative
21 .6  8 .6  
17.3 8 .6  
3 8 .9  17.2
7 .9  10.8 
12 .2  13 .0  




c h i-s q u a re  = 2 .1 6 d f =  3 p = .54
H air S ty le r s
Claim R e c a ll  C ategory
Ad Type 1 2 3 4 T o ta l
Com parative
Non-Com parative
2 2 .8  2 .9  
19.1 7 .4
4 1 .9  10.3
8 .8  14.7  
9 .6  14.7 




c h i-s q u a re  = 3 .0 2 d f =  3 p = .39
Microwave Ovens
Claim  R e c a ll  C ategory
Ad Type 1 2 3 4 T o ta l
C om parative
Non-Com parative
3 .5  1 .4  
2 .8  2 .8  
6 .3  4 .2
20 .1  25 .0
21 .5  2 2 .9
4 1 .6  47 .9
50 .0
50 .0  
100.0
c h i-s q u a re  =  .98 d f =  3 p =  ,.81
N otes: C e l l  e n t r i e s  a re  c e l l  f re q u e n c ie s  e x p re ssed  as  a p e r  c e n t o f  th e
o v e r a l l  t o t a l .
C laim  r e c a l l  was coded in  accordance w ith  th e  fo u r ca te g o ry  
schemes g iven  on pages 64 and 65.
le a d e rs h ip s  p e rc e iv e d  t ru s tw o r th in e s s *  
in fo rm a tiv e n e s s ;  and u s e f u ln e s s  o f  
a d v e r t i s i n g ;  p ro d u c t i n t e r e s t ;  n e a rn e s s  
to  p u rc h a se ; sp o n so r-b ra n d  p re fe re n c e ;  
and b ra n d  c o m p e titiv e  p o s i t i o n .  I t  i s  
n e g a t iv e ly  r e l a t e d  to  p r ic e  c o n sc io u s n e s s .
(F o r c o n v en ie n c e , th e s e  two h y p o th ese s  have been  condensed and a re  
d is c u s s e d  to g e th e r . )
U sing c o n tin g e n c y  c o e f f i c i e n t s ,  no s i g n i f i c a n t  r e l a t i o n s h i p s  w ere 
found betw een b rand  r e c a l l  and th e  v a r i a b le s  m en tio n ed  in  th e  h y p o th e se s  
above* T h is  f in d in g  o c c u rre d  as a r e s u l t  o f  th e  (p r e v io u s ly  m en tio n ed ) 
h ig h  r e c a l l  o f  th e  sp o n so r* s  b ran d  in  a l l  s i x  ad groups r a t h e r  th a n  as 
a r e s u l t  o f  a la c k  o f any r e l a t i o n s h ip s  e x i s t i n g  w ith  th e  above v a r i a b l e s .  
B ecause no s i g n i f i c a n t  r e l a t i o n s h i p s  fo r  b ran d  r e c a l l  w ere found  a t  .3 0  
o r  l e s s ,  a t a b l e  w i l l  n o t  be p re s e n te d .
B ased on c o n tin g e n c y  c o e f f i c i e n t s ,  r e c a l l  o f  th e  a d v e r t i s e d  
c la im s  was found to  have s ig n i f i c a n t  r e l a t i o n s h ip s  w ith  some o f  th e  
above v a r i a b le s  (a s  shown in  F ig u re  7 ) .  I n  p a r t i c u l a r ,  f o r  th e  h a i r  
s t y l e r  c a te g o ry ,  th e  co m p ara tiv e  group showed a h ig h e r  and more s i g n i f ­
i c a n t  r e l a t i o n s h ip  betw een  t h e i r  g e n e ra l  view  o f  a d v e r t i s i n g 's  t r u s t ­
w o r th in e s s  and c la im  r e c a l l  th a n  d id  th e  n o n -co m p ara tiv e  g ro u p . For 
th e  m icrowave oven c a te g o r y ,  th e  co m p ara tiv e  group had a g r e a te r  p o s i t i v e  
r e l a t i o n s h ip  betw een t h e i r  c la im  r e c a l l  and b o th  t h e i r  i n t e r e s t  in  th e  
p ro d u c t c a te g o ry  as w e l l  as  t h e i r  n e a rn e s s  to  p u rc h a se  th an  d id  th e  non­
co m p ara tiv e  g ro u p . T h is  same group a ls o  showed a s i g n i f i c a n t ,  n e g a t iv e  
r e l a t i o n s h ip  betw een c la im  r e c a l l  and p r i c e  c o n sc io u sn e s s  w h ile  no such  
r e l a t i o n s h ip  was found f o r  th e  n o n -co m p ara tiv e  g ro u p .
For th e  o th e r  v a r i a b l e s  m en tioned  in  th e  above h y p o th e se s , no 
s i g n i f i c a n t  r e l a t i o n s h i p s  w ere found in  th e  h a i r  s t y l e r  o r  m icrowave
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Fig. 7
CORRELATIONS WITH ADVERTISING CLAIM RECALL
D ishw asher H air S ty le r  Microwave Oven
V a ria b le s  C N C N G N
A d v e rtis in g  T ru s tw o rth in e ss  .5 3 ( .0 1 )  .4 4 ( .0 5 )
P ro d u ct I n t e r e s t  .4 7 ( .0 2 )  .3 5 ( .1 0 )
N earness to  P u rchase  .5 0 ( .0 1 )
P r ic e  C onsciousness #1 - .4 0 ( .0 5 )
P r ic e  C onsc iousness #2 - .3 1 ( .2 0 )
N ote: T able E n try  Format Y(W)
Y =  C ontingency c o e f f i c i e n t
W = L evel o f  s ig n if ic a n c e  ( i f  b lan k  - -  n o t s i g n i f i c a n t  a t  
.20 o r le s s )
oven c a te g o r i e s .  F o r th e  d ish w ash e r c a te g o ry ,  no r e l a t i o n s h ip s  were 
found a t  a l l  t h a t  h ad  a le v e l  o f  s ig n i f ic a n c e  o f  l e s s  th a n  .1 .  T hus, 
H l-2a  and H l-2b  w ere r e j e c t e d  e x c e p t a s  shown in  F ig u re  7 .
In  H l-2 a  and H l-2b  ab o v e , r e c a l l  was h y p o th e s iz e d  as  b e in g  r e l a t e d  
to  a number o f  v a r i a b le s  w hich  w ere la b e le d  in  a p re v io u s  c h a p te r  as  
au d ien ce  in f lu e n c in g  v a r i a b l e s  o r  c l a s s i f i c a t i o n  v a r i a b l e s .  Though 
th e s e  v a r i a b l e s  w ere n o t  h ig h ly  c o r r e l a t e d  w ith  r e c a l l  (b ra n d  or 
c la im s ) ,  th e y  w ere a ls o  h y p o th e s iz e d  (H3a, H3b, H4a, and H4b) a s  b e in g  
c o r r e l a t e d  w ith  a r e a d e r 's  p e rc e p t io n  o f an ad . B efo re  t h e i r  r e l a t i o n ­
sh ip  w ith  v a r io u s  ad p e rc e p t io n s  i s  exam ined be low , one sh o u ld  c o n s id e r  
th e  r e l a t i o n s h ip s  t h a t  e x i s t  w i th in  t h i s  s e t  o f  v a r i a b l e s .
F ig u re  8 g iv e s  th e  r e l a t i o n s h ip s  w hich e x i s t e d  betw een th e  
au d ien ce  in f lu e n c in g  v a r i a b le s  ( f o r  th e  f u l l  sam ple — n o t by p ro d u c t 
c a te g o ry )  and w hich w ere s i g n i f i c a n t  a t  l e s s  th a n  th e  .10  l e v e l .  The 
r e l a t i o n s h i p s  shown in  F ig u re  8 w ere a l l  d e te rm in ed  by com puting 
Spearman c o r r e l a t i o n  c o e f f i c i e n t s  ex ce p t th e  th r e e  r e l a t i o n s h ip s  
a s s o c ia te d  w ith  c o m p e tit iv e  p o s i t i o n  w hich w ere d e te rm in ed  by com puting 
c o n tin g e n c y  c o e f f i c i e n t s .  I t  sh o u ld  be n o te d  th a t  no s tro n g  r e l a t i o n ­
sh ip s  e x i s t e d  betw een m ost o f  th e  v a r i a b l e s .  C o r r e la t io n s  o f  .5  o r  more 
e x i s t e d  o n ly  fo r  th e  fo llo w in g  p a i r s :  g e n e ra l  v iew  o f a d v e r t i s i n g 's
in fo rm a tiv e n e s s  and t r u s tw o r th i n e s s ,  g e n e ra l  view  o f  a d v e r t i s i n g 's  
t r u s tw o r th in e s s  and u s e f u ln e s s ,  g e n e ra l  view  o f  a d v e r t i s i n g 's  in fo rm a­
t iv e n e s s  and u s e f u ln e s s ,  th e  two p r ic e  c o n sc io u sn e s s  m e a su re s , th e  two 
s e l f - c o n f id e n c e  m e a su re s , and g e n e r a l  p ro d u c t i n t e r e s t  and n e a rn e s s  to  
p u rc h a se .
One a d d i t io n a l  re a s o n  f o r  exam ining  F ig u re  8 i s  to  d e te rm in e  w hich 
v a r i a b le s  s e rv e  as  s u r r o g a te s  w hich  m igh t be e l im in a te d  from  th e  g e n e ra l
F ig . a
CORRELATIONS BETWEEN THE AUDIENCE INFLUENCING VARIABLES
V a ria b le s
E ducation
S e lf-C o n fid en ce  #1 .13
S e lf-C o n fid en ce  #2 .53
In fo rm a tio n  Seeking #1
In fo rm a tio n  Seeking #2 - .1 0 .09 .41
O pinion L ead ersh ip  #1 •43 .37
O pinion L ead ersh ip  #2 .13 .20 .30 .2 4 .35 .32
P r ic e  C onsc iousness #1 —»11 • IZ .18 •12 .17 • H .12
P r ic e  C onsc iousness #2 - .1 3 .08 .1 4 .14 .25 .10 .11 .7 !
A d v e r tis in g  T ru s tw o rth in e ss - .2 1 .09 .15 .08 .14
A d v e rtis in g  In fo rm a tiv en e ss - .1 2 .10 .10 .13 .17 •12 ,50
A d v e r tis in g  U se fu ln ess - .1 6 .11 .14 .08 .17 .10 .15 .61 .70
P ro d u ct I n t e r e s t .15 .21 .11
N earness to  Purchase - .1 0 - .0 9 .13 .15 .10 .75
Sponsor P re fe re n c e .11 .15 .13 .48 .34
C om petitive  P o s i t io n .33 .30 .47
N otes: To f in d  th e  c o r r e l a t io n  betw een two v a r i a b le s ,  lo c a te  th e  one f i r s t  ap p ea rin g  a t  th e
l e f t ,  move h o r iz o n ta l ly  to  th e  d ia g o n a l and down to  th e  row c o rre sp o n d in g  to  th e  second 
v a r i a b le .  F or exam ple, th e  c o r r e l a t io n  o f  P r ic e  C onsc iousness #2 and A d v e r tis in g  
U se fu ln ess  i s  .1 5 .
L evel o f  s ig n if ic a n c e  =  .10 o r  l e s s .  (A ll  e n t r i e s  a re  Spearman c o e f f i c i e n t s  excep t 
co n tin g en cy  c o e f f i c i e n t s  fo r  c o m p e titiv e  p o s i t i o n . )
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com m unication model g iv en  on page 50 . I t  ap p ea rs  t h a t  o n ly  one m easure 
fo r p r i c e  c o n sc io u sn e ss , one m easure f o r  s e lf -c o n f id e n c e *  one m easure 
o f  p ro d u c t in t e r e s t*  and one p e rc e p tu a l  m easure o f  a d v e r t i s in g  need 
to  be r e t a in e d .  T h is  su g g es tio n  i s  p a r t i a l l y  su p p o rte d  by th e  r e l a ­
t io n s h ip s  re p o r te d  above (F ig u re  7) betw een fo u r  o f  th e s e  v a r ia b le s  
and c la im  r e c a l l  f o r  th e  microwave oven c a te g o ry .
H3. C om parative ads a re  p e rc e iv e d  as more in fo rm a tiv e ;
b e l ie v a b le ;  i n t e r e s t i n g ;  u s e f u l ;  and l e s s  o f fe n s iv e  
th an  n o n -co m p ara tiv es .
And:
H4. With com parative  ads q u a l i t y  o f  th e  a d v e r t is e d
p ro d u c t and i t s  c o m p e titiv e  p o s i t io n  a re  p e rc e iv e d  
to  be h ig h e r ;  fu tu re  p u rch ase  c o n s id e ra t io n s  fo r  
th e  sp o n so red  p ro d u c t a re  g r e a te r ;  and th e  p e rc e iv e d  
t ru s tw o r th in e s s  o f th e  sp onso r i s  h ig h e r ,  th an  w ith  
non-com para tive  a d s .
The r e s u l t s  o f  t e s t i n g  H3 and H4 c l e a r l y  show th e  in f lu e n c e  o f  
th e  group d i s s i m i l a r i t i e s  which e x i s t e d  w ith in  th e  th r e e  p ro d u c t c a te ­
g o r ie s .  For exam ple, F ig u re  5 shows th e  co m parative  group in  th e  h a i r  
s ty le r  c a te g o ry  as s ig n i f i c a n t ly :  l e s s  p r ic e  c o n sc io u s , l e s s  in fo rm a tio n
seek in g , and p e rc e iv in g  a d v e r t is in g  a s  l e s s  t ru s tw o r th y  (a lp h a  was o n ly  
.2 0 ) ,  a s  compared to  t h e i r  c o u n te r p a r ts .  In  th e  microwave oven c a te g o ry , 
th e  non-com parative  group was s i g n i f i c a n t l y  l e s s  p r ic e  c o n sc io u s , le s s  
in fo rm a tio n  seek in g , and p e rc e iv e d  a d v e r t i s in g  as s i g n i f i c a n t l y  le s s  
in fo rm a tiv e  and le s s  u s e f u l  than  d id  t h e i r  c o u n te r p a r ts .  C onsequen tly , 
th e se  d i f f e r e n c e s  seem to  have in f lu e n c e d  th e  r e s u l t s  f o r  H3 and H4, as 
shown in  F ig u re  9 . A l l  th e  outcomes in  F ig u re  9 a re  th e  r e s u l t  o f 
Kolmogorov-Smirnov t e s t s  ex cep t th o se  f o r  "c o m p e tit iv e  p o s i t io n "  which 
had nom inal re sp o n se s , th u s  r e q u ir in g  c h i- s q u a re  t e s t s  to  be u sed .
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Fig. 9
RESULTS OF TESTS FOR H3 AND H4
V a ria b le D ishw asher H a ir S ty l e r  M icrowave Oven
In fo rm a tiv e
B e lie v a b le
I n t e r e s t i n g
U sefu l
O ffen s iv e
P ro d u c t Q u a li ty
Would C o n sid e r Buying
Sponsor T ru s tw o r th in e s s
Would Buy
C o m p etitiv e  P o s i t io n
N (.2 0 )
N (.30 )
C (.IO ) 
C (.IO ) 
C (.3 0 )
N( .3 0 )
N( •20)  
N( .2 0 )
N (.2 0 )
N ( .0 l )
N ( .0 l )
N ( .0 l)
N (.IO )
N ote: T ab le  E n try  Form at X(W)
X =  C -  C om parative  group  s i g n i f i c a n t l y  low er 
=  N -  N on-com parative group s i g n i f i c a n t l y  low er
W =  L evel o f  s ig n i f ic a n c e  (L e v e ls  up to  .30  a re  g iv en  to  
show d i r e c t io n ;  i f  b la n k , n o t s i g n i f i c a n t  a t  .30  o r 
l e s s . )
92
In  F ig u re  9 , th e  co m p ara tiv e  (m icrowave oven) group r a te d  t h e i r  
ad s i g n i f i c a n t l y  h ig h e r  (p  a t  m ost *10) on fo u r  o f  th e  te n  b a se s  g iv en  in  
H3 and H4, w h ile  th e  n o n -co m p ara tiv e  ( h a i r  s t y l e r )  group r a te d  t h e i r  ad 
s i g n i f i c a n t l y  h ig h e r  (p  a t  m ost .1 0 ) on two o f  th e  te n  b a s e s .  T hus, i t  
seems t h a t  th e  g e n e ra l  form  of th e  ads u sed  in  th e  s tu d y  was more e f f e c t iv e  
w ith  au d ien c e s  who were p r i c e  c o n sc io u s , in fo rm a tio n  s e e k e rs  and who view  
a d v e r t i s i n g  m ore fa v o ra b ly .
The above c o n c lu s io n , how ever, m ust be q u a l i f i e d  by a d d i t io n a l  
in fo rm a tio n  w hich  i s  d e s c r ip t i v e  o f  th e s e  two groups* c o u n te r p a r t s .  For 
th e  h a i r  s t y l e r  c a te g o ry , one re a so n  f o r  th e  n o n -co m p ara tiv e  group*s 
r a t i n g s  b e in g  h ig h e r  a p p e a rs  to  be t h a t  th e  n o n -co m p ara tiv e  group was 
s i g n i f i c a n t l y  m ore i n t e r e s t e d  (a lp h a  =  .2 0 ) in  th e  p ro d u c t ,  and c lo s e r  
to  m aking a p u rc h a se  (a lp h a  =  .3 0 ) th a n  was th e  co m p ara tiv e  g ro u p . For 
th e  m icrowave oven c a te g o ry ,  th e  co m p ara tiv e  group was s i g n i f i c a n t l y  
more i n t e r e s t e d  (a lp h a  =  .1 0 ) ,  c lo s e r  to  m aking a p u rc h a se  (a lp h a  =  .2 0 ) ,  
and p r e f e r r e d  th e  sp o n so r* s  b ran d  more (a lp h a  =  .0 5 ) th a n  d id  th e  non­
co m p ara tiv e  g ro u p . T h e re fo re , i t  would seem th a t  p ro d u c t i n t e r e s t ,  
n e a rn e s s  to  p u rc h a se , and b ra n d  p re fe re n c e  m ust be c o n s id e re d  in  a d d it io n  
t o  p r i c e  c o n sc io u s n e s s , in fo rm a tio n  s e e k in g , and p e rc e p t io n s  o f  a d v e r­
t i s i n g  in  g e n e r a l .
For d ish w ash e rs  ( th e  o n ly  p ro d u c t c a te g o ry  w ith  two f a i r l y  
s im i la r  g ro u p s ) ,  as shown in  F ig u re  9 , o n ly  th e  a d 's  in fo rm a t iv e n e s s , 
p ro d u c t q u a l i t y ,  and th e  b r a n d 's  c o m p e tit iv e n e s s  w ere found to  be 
s i g n i f i c a n t  ( a t  a lp h a  = .2 0 ,  .3 0 ,  and .3 0 ,  r e s p e c t iv e ly ) .  Though i t  
a p p ea rs  t h a t  th e  e f f e c t iv e n e s s  o f  co m p ara tiv e  ads i s  somewhat q u e s t io n ­
a b le ,  i f  one exam ines th e  d i s t r i b u t i o n s  o f  th e  r a t i n g s  f o r  th e  d ishw asher 
a d s ,  one f in d s  t h a t  th e  co m p ara tiv e  ad re c e iv e d  h ig h e r  r a t i n g s  f o r  more
o f  th e  ad p e rc e p t io n  m easures th a n  d id  th e  n o n -co m p ara tiv e  ad .
In  W ilson*s s tu d y , a t a b l e  o f  d i f f e r e n c e s  in  mean r a t i n g s  was 
p re s e n te d  to  show th e  in e f f e c t iv e n e s s  o f  n o n - in fo rm a tiv e  co m p ara tiv e  
a d s . I f  W ilson had  n o t assumed th e  u se  o f  i n t e r v a l  r a t i n g  s c a l e s ,  h i s  
m e a n -d if fe re n c e  t a b l e  would have been a  f r e q u e n c y - d if fe re n c e  t a b l e ,  such 
as F ig u re  10. To c o n s t r u c t  t h i s  t a b l e ,  th e  d i f f e r e n c e  betw een th e  
cu m u la tiv e  d i s t r i b u t i o n s  f o r  th e  co m p ara tiv e  and th e  n o n -co m p ara tiv e  
g roups was c a lc u la te d  a t  each  o f  th e  one to  seven r a t i n g  le v e l s  f o r  
each  v a r ia b le  l i s t e d  on th e  l e f t  o f  F ig u re  10. The maximum d i f f e r e n c e
was th en  d e te rm in ed  and i t s  d i r e c t i o n  r e p o r te d  in  F ig u re  10 by p ro d u c t
c a te g o ry .
In  F ig u re  10, one can  se e  t h a t  fo r  th e  d ish w ash er c a te g o ry ,  th e  
n o n -co m p ara tiv e  group dom inates th e  low er end o f th e  r a t i n g  s c a le  fo r  
e ig h t  o f  th e  te n  r a t i n g s .  T h e re fo re , even  though  in  th e  t r a d i t i o n a l  
sen se  no s i g n i f i c a n t  d i f f e r e n c e s  e x is te d  a t  th e  .10 le v e l  (o r  l e s s )  and 
th u s  H3 and H4 had  to  be r e j e c t e d ,  th e  t r e n d  was fa v o ra b le  f o r  th e  
co m p ara tiv e  a d . For th e  o th e r  two p ro d u c t c a t e g o r i e s ,  t h e i r  r e s u l t s  
( in  F ig u re s  9 and 10) can o n ly  be c o n s id e re d  in  view  o f  th e  group 
d i f f e r e n c e s  d is c u s s e d  above.
H3a P e rc e iv e d  in fo r m a t iv e n e s s ,  b e l i e v a b i l i t y ,
and i n t e r e s t ,  u s e f u ln e s s ,  and in o f f e n s iv e n e s s  f o r
H3b co m p ara tiv e  (H3b — n o n -c o m p a ra tiv e )  ads a re  
p o s i t i v e l y  r e l a t e d  w ith  l e v e l  o f  e d u c a tio n ; 
s e l f - c o n f id e n c e ;  in fo rm a tio n  se e k in g ; o p in io n  
le a d e r s h ip ;  p e rc e iv e d  t r u s tw o r th in e s s ,  in fo rm ­
a t iv e n e s s ,  and u s e f u ln e s s  o f  a d v e r t i s i n g ;  
p ro d u c t i n t e r e s t ;  n e a rn e s s  to  p u rc h a se ; sp o n so r-  
b ran d  p re fe re n c e ;  and b ran d  c o m p e tit iv e  
p o s i t i o n .  They a re  n e g a t iv e ly  r e l a t e d  to  p r ic e  
c o n s c io u s n e s s .
Fig. 10
FREQUENCY DIFFERENCES FOR AD RATINGS 
OF THE COMPARATIVE AND NON-COMPARATIVE GROUPS
V a r ia b le  D ishw asher H a ir  S ty le r  M icrowave Oven
In fo rm a tiv e  N* N N*
B e lie v a b le  N C* N*
I n t e r e s t i n g  N C* N
U se fu l N C* N*
O ffe n s iv e  C N C
P ro d u c t Q u a li ty  N* n N*
Would C o n sid e r Buying N C N
Sponsor T ru s tw o r th in e s s  C C N*
Would Buy N C N*
C o m p e titiv e  P o s i t io n  N* N N*
N ote: T ab le  E n try  Form at X
X =  C -  C om parative group gave low er s c a le  r a t in g s  
=  N -  N on-com parative group gave low er s c a le  r a t i n g s
* L evel o f  s ig n i f ic a n c e  g iv e n  in  F ig u re  9
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And:
H4a P e rc e iv ed  p ro d u c t q u a l i ty ,  co m p e titiv e
and p o s i t io n ,  and sponsor t r u s tw o r th in e s s ,  as
H4b. w e ll  as p u rch ase  in te n t io n s  f o r  com parative
(H4b — n o n -com para tive) a d s , a re  p o s i t i v e ly  
r e l a t e d  w ith  le v e l  o f  e d u c a tio n ; s e l f -  
c o n fid en ce ; in fo rm a tio n  seek in g ; o p in io n  
le a d e rs h ip ;  p e rc e iv e d  t r u s tw o r th in e s s ,  
in fo rm a tiv e n e s s , and u s e fu ln e s s  o f  a d v e r t is in g ;  
p ro d u c t i n t e r e s t ;  n e a rn ess  to  p u rc h a se ; and 
sp o n so r-b ran d  p re fe re n c e .  They a re  n e g a t iv e ly  
r e l a t e d  to  p r i c e  c o n sc io u sn e s s . P e rc e iv ed  
p ro d u c t q u a l i t y ,  sponso r t r u s tw o r th in e s s ,  and 
p u rchase  in te n t io n s  a re  a lso  p o s i t i v e ly  r e l a t e d  
w ith  b ran d  c o m p e titiv e  p o s i t io n .
(F o r conven ience  th e se  h y p o th ese s  have been condensed  and w i l l  be 
d is c u s s e d  to g e th e r . )
The r e s u l t s  o f  s t a t i s t i c a l  t e s t s  f o r  H3a, H3b, H4a, and H4b a re  
g iven  in  F ig u re s  11 (d is h w a sh e rs ) , 12 ( h a i r  s t y l e r s ) ,  and 13 (microwave 
o v e n s ) . Given in  th e s e  th r e e  f ig u r e s  a re  Spearman c o r r e l a t i o n  and 
co n tin g en cy  c o e f f i c i e n t s  w ith  le v e l s  o f  s ig n if ic a n c e  o f l e s s  th an  .1 0 .
In  g e n e ra l ,  m ost o f  th e  r e la t io n s h ip s  h y p o th e s iz e d  above w ith  
re g a rd  to  e d u ca tio n  and th e  p sy ch o g rap h ic  c o n s t r u c ts  ap p ea r to  be e i t h e r  
i n s ig n i f i c a n t  o r  s ig n i f i c a n t  on a random b a s i s ,  and in  many c a s e s ,  
n e g a tiv e  r e l a t io n s h ip s  e x i s t  r a th e r  th an  p o s i t i v e  ones a s  h y p o th e s iz e d .
In  F ig u re  8 , e d u c a tio n  i s  shown as hav ing  a n e g a tiv e  c o r r e l a t io n  
w ith  th e  th re e  m easured p e rc e p tio n s  o f a d v e r t i s in g  u sed  in  th e  s tu d y . 
C o n seq u en tly , i t  ap p ea rs  t h a t  t h i s  n e g a tiv e  v iew  o f a d v e r t i s in g  c a r r ie d  
over to  th e  ads used  in  th e  s tu d y , p a r t i c u l a r l y  fo r  th e  d ishw asher a d s . 
F o r in fo rm a tio n  s e e k in g , a lm ost a l l  th e  r e la t io n s h ip s  a re  n e g a tiv e  
r a th e r  th an  p o s i t iv e  as h y p o th e s iz e d . A p o s s ib le  e x p la n a tio n  fo r  t h i s  
i s  t h a t  th e  two s ta te m e n ts  u sed  to  m easure t h i s  c h a r a c t e r i s t i c  g e n e ra l ly
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Fig. 11
CORRELATIONS BETWEEN AD RESPONSES AND
AUDIENCE INFLUENCING VARIABLES FOR DISHWASHERS
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C o m p e titiv e  P o s i t io n
.46
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N ote: S ig n i f ic a n t  c o r r e l a t i o n s  f o r  th e  co m p ara tiv e  group a re  in  th e
upper p o s i t io n  o f  th e  i n t e r s e c t i o n  f o r  each  p a i r  o f  v a r i a b le s  
in  th e  t a b l e  w h ile  s i g n i f i c a n t  c o r r e l a t i o n s  f o r  th e  non- 
co m p ara tiv e  group a re  in  th e  low er p o s i t i o n .  The le v e l  o f  
s ig n i f ic a n c e  f o r  each  i s  .10  o r  l e s s .
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Fig. 12
CORRELATIONS BETWEEN AD RESPONSES AND AUDIENCE
INFLUENCING VARIABLES FOR HAIR STYLERS


































































E d u ca tio n
S e lf-C o n fid e n c e  #1
.26
S e lf-C o n f id e n c e  #2
.2 4
.25
In fo rm a tio n  S eek in g  #1
- .2 6
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.28
O pinion  L e a d e rsh ip  #2
P r ic e  C o n sc io u sn ess  #1
.27
.23 .21
P r ic e  C o n sc io u sn ess  #2 .28
.23
.30
A d v e r tis in g
T ru s tw o r th in e s s .29 .23 .29 .25
A d v e r tis in g
In fo rm a tiv e n e s s .27 .21
.25
.25 .2 9 .23
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Sponsor P re fe re n c e
.23 • 40 .42 .4 7 .6 0 .56 .56 .3 8
C o m p e titiv e  P o s i t io n • 46 .49 .47 .4 4
1 .00
1 .0 0
N ote : S ig n i f i c a n t  c o r r e l a t i o n s  f o r  th e  co m p ara tiv e  group  a re  in  th e
upper p o s i t io n  o f  t h e  i n t e r s e c t i o n  f o r  each  p a i r  o f  v a r ia b le s  
in  th e  t a b l e  w h ile  s i g n i f i c a n t  c o r r e l a t i o n s  f o r  th e  non- 
co m p ara tiv e  group a r e  in  th e  low er p o s i t i o n .  The le v e l  o f  
s ig n i f ic a n c e  f o r  e ach  i s  .10  o r  l e s s .
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Fig. 13
CORRELATIONS BETWEEN AD RESPONSE AND
AUDIENCE INFLUENCING VARIABLES FOR MICROWAVE OVENS
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Note: Significant correlations for the comparative group are in the
upper position of the intersection for each pair of variables 
in the table while significant correlations for the non** 
comparative group are in the lower position. The level of 
significance for each is .10 or less.
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s t r e s s e d  p e r s o n a l  so u rc e s  o f  in fo rm a tio n  r a t h e r  th a n  n o n -p e rs o n a l s o u rc e s . 
T hus, f o r  th o se  consum ers who do n o t  depend h e a v i ly  on p e rs o n a l  so u rc e s  
o f  in fo rm a t io n , th e  c o r r e l a t i o n s  would be n e g a t iv e ,  w h ile  p o s i t i v e  f o r  
consum ers who seek  p e rs o n a l  so u rces  b u t  do n o t  have s t r o n g ,  n e g a tiv e  
a t t i t u d e s  tow ard  n o n -p e rso n a l so u rc e s  o f  in fo rm a tio n .
In  com paring th e  in fo rm a tio n  se e k in g  le v e l s  f o r  each  o f th e  s ix  
g ro u p s , th e  n o n -co m p ara tiv e  h a i r  s t y l e r  group s i g n i f i c a n t l y  r a t e d  h ig h e r  
th a n  th e  o th e r  f iv e  g ro u p s . For t h i s  g ro u p , F ig u re  12 r e v e a l s  a p r e ­
dom inance o f  p o s i t i v e  c o r r e l a t i o n s ,  th ough  few in  num ber. F ig u re  13 
p r e s e n ts  a l l  fo u r  n e g a tiv e  c o r r e l a t i o n s  f o r  th e  n o n -co m p ara tiv e  microwave 
group w hich was s i g n i f i c a n t l y  l e s s  in fo rm a tio n  see k in g  com pared to  i t s  
co m p ara tiv e  c o u n te r p a r t .
I f  th e  i n t e r p r e t a t i o n  i s  c o r r e c t  t h a t  th e  in fo rm a tio n  se e k in g  
s ta te m e n ts  d id  te n d  to  s t r e s s  p e r s o n a l  so u rc e  dependence and t h a t  n eg a ­
t i v e  c o r r e l a t i o n s  r e f l e c t  a  r e l a t i o n s h i p  betw een low p e rs o n a l  so u rce  
dependence and h ig h e r  ad r a t i n g s ,  th e n  F ig u re  11 p r e s e n ts  an i n t e r e s t i n g  
f in d in g .  In  F ig u re  11, n in e  n e g a tiv e  c o r r e l a t i o n s  e x i s t  f o r  th e  com para­
t i v e  ad  group and none f o r  th e  n o n -co m p ara tiv e  g ro u p . T h is  i n d ic a te s  
t h a t  in  a p ro d u c t c a te g o ry  w here no d i f f e r e n c e  in  in fo rm a tio n  see k in g  
e x i s t e d ,  th e  more c o n s i s t e n t ly  th e  co m p ara tiv e  ad group r a t e d  t h e i r  ad 
h ig h e r ,  th e  l e s s  th e y  in d ic a te d  dependence on p e rs o n a l  in fo rm a t io n a l  
s o u rc e s ,  th a n  d id  th e  n o n -co m p ara tiv e  g ro u p . T hus, th e  f in d in g  shows 
g r e a te r  e f f e c t iv e n e s s  o f  co m p ara tiv e  ads v e r s u s  n o n -co m p ara tiv e  ads 
f o r  consum ers who do n o t see k  p e r s o n a l  so u rc e s  .of in fo rm a tio n . I f  th e  
above i n t e r p r e t a t i o n  i s  i n c o r r e c t ,  th e n  t h a t  p a r t  o f  th e  h y p o th e s is  m ust 
be r e j e c t e d .
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F or s e l f - c o n f id e n c e ,  o p in io n  le a d e r s h ip ,  and p r i c e  c o n sc io u s n e s s , 
th e  s ig n i f i c a n t  r e l a t i o n s h ip s  do n o t ap p ea r to  be c o n s i s t e n t  enough to  
a c c e p t t h a t  p o r t io n  o f  th e  above h y p o th e se s .
In  exam ining F ig u re s  11, 12 , and 13 , n e a r ly  a l l  th e  rem a in in g  
v a r i a b le s  have s i g n i f i c a n t ,  p o s i t i v e  r e l a t i o n s h ip s  w ith  th e  v a r i a b le s  
l i s t e d  ( in  H3 and H4) a c ro s s  th e  to p  o f each  f ig u r e .  I t  sh o u ld  be n o te d  
t h a t ,  p a r t i c u l a r l y  in  F ig u re  11 (d is h w a s h e rs ) ,  th e  h ig h e r  r e l a t i o n s h ip  
betw een each  s e t  o f  p a i r e d  v a r i a b le s  g e n e r a l ly  i s  a s s o c ia te d  w ith  th e  
co m p ara tiv e  ad g ro u p , th u s  showing th a t  a s t ro n g e r  r e l a t i o n s h ip  e x i s t s  
betw een th e  co m p ara tiv e  ad re sp o n se s  (H3 and H4) and th e  fo llo w in g  
v a r i a b l e s :  t r u s tw o r th in e s s ,  in fo r m a t iv e n e s s ,  and u s e f u ln e s s  o f  a d v e r­
t i s i n g  in  g e n e ra l ;  g e n e ra l  p ro d u c t i n t e r e s t ;  n e a rn e s s  to  p u rc h a se ; 
p r e f e re n c e  f o r  th e  sp o n so r; and b ran d  c o m p e tit iv e  p o s i t i o n .
The one e x c e p tio n  to  t h i s  f in d in g  i s  t h a t  th e s e  v a r i a b le s  have 
no s i g n i f i c a n t  r e l a t i o n s h ip  w ith  th e  v a r i a b le  ad " o f f e n s iv e n e s s ."  T h is  
r e s u l t  i s  n o t s u r p r i s in g  s in c e  70% o f  th e  re sp o n d e n ts  r a t e d  th e  s ix  
t e s t  ads e i t h e r  a "6 "  o r "7"  f o r  " n o t v e ry  o f f e n s iv e ."  The e x a c t re a so n  
fo r  t h i s  ra n k in g  p a t t e r n  i s  n o t  known. S e v e ra l  in te r v ie w e r s  d id  r e p o r t  
a number o f re sp o n d e n ts  found t h i s  p a r t i c u l a r  r a t i n g  c o n fu s in g . T hus, 
th e  r e s u l t i n g  ze ro  r e l a t i o n s h ip  to  th e  o f f e n s iv e n e s s  v a r i a b le  a p p ea rs  
to  be due to  th e  p re se n c e  o f  c o n fu s io n  o r sim p ly  none o f  th e  s ix  t e s t  
ads w e re .th o u g h t to  be o f f e n s iv e .  One c o n s id e r a t io n  t h a t  must be made 
in  v iew  o f t h i s  f in d in g  i s  t h a t  th e  c o n ce p t o f  o f f e n s iv e n e s s  can be 
view ed as  m eaning u n p le a s a n t o r  in  bad t a s t e  a s  w e l l  as  i n s u l t i n g .  The 
i n t e n t  o f  th e  m easure was to  d e te rm in e  w h e th e r th e  ads w ere c o n s id e re d  
a s  b e in g  in s u l t i n g  and n o t a s  b e in g  in  bad t a s t e .  A p p a re n tly , th e  
ads w ere r a t e d  on th e  l a t t e r  b a s i s .
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To summarize th e  r e s u l t s  f o r  H3a, H3b, H4a, and H4b f o r  th e  d i s h ­
w asher c a te g o r y ,  th e  c o r r e l a t i o n s  f o r  e d u c a t io n  and th e  p sy ch o g rap h ic  
c o n s t r u c t s  were p re d o m in a te ly  n e g a t iv e  o r  i n s i g n i f i c a n t ,  th u s  t h a t  p a r t  
n f  th e  h y p o th ese s  m ust be r e je c te d *  For th e  rem a in in g  v a r i a b l e s ,  
p o s i t i v e  and h ig h e r  c o r r e l a t i o n s  e x i s t e d  between th e  au d ien ce  in f l u e n c i n g  
v a r i a b l e s  and th e  ad p e r c e p t io n  r e s p o n s e s ,  ex ce p t  o f f e n s i v e n e s s ,  f o r  th e  
co m p ara tiv e  a d s ,  th u s  p e r m i t t i n g  th e  a cc e p tan c e  o f  t h a t  p a r t  o f  th e  
h y p o th e s e s .  S ince  th e  o th e r  two p ro d u c t  c a t e g o r i e s  had  d i s s i m i l a r  
g ro u p s ,  c e r t a i n  r e l a t i o n s h i p s  e x i s t i n g  f o r  th e s e  two p ro d u c t  c a t e g o r i e s  
have been  d i s c u s s e d ,  b u t  t h e i r  r e s u l t s  i n  terras  o f  d i f f e r e n c e s  i n  
r e l a t i o n s h i p s  e x i s t i n g  f o r  com para tive  v e r s u s  n o n -co m p ara t iv e  ads  were 
n o t  c o n s id e re d  i n  a c c e p t in g  o r  r e j e c t i n g  th e  above h y p o th e se s .
Having le a rn e d  which v a r i a b l e s  were s i g n i f i c a n t l y  r e l a t e d  t o  th e  
ad re sp o n se  v a r i a b l e s  ( i n  H3 and H 4), i t  seems a p p r o p r i a t e  to  examine 
d i f f e r e n c e s  i n  t h e s e  v a r i a b l e s  f o r  t h e  t h r e e  groups which r a t e d  t h e i r  
ads h ig h e r  th a n  t h e i r  c o u n te r p a r t s *  F ig u r e  14 shows th e  d i r e c t i o n  and 
th e  m agnitude  o f  th e  s ig n i f i c a n c e  o f  t h e  d i f f e r e n c e s  i n  th e  d ish w ash e r  
co m p ara tiv e  group v e r s u s  th e  microwave oven co m p ara tiv e  g ro u p , and th e  
microwave oven co m p ara t iv e  group v e r s u s  th e  h a i r  s t y l e r  n o n -co m p ara tiv e  
group* To d e te rm in e  t h e s e  d i f f e r e n c e s ,  Kohnogorov-Smirnov t e s t s  were 
u sed  ex ce p t  i n  d e te rm in in g  d i f f e r e n c e s  f o r  " c o m p e t i t iv e  p o s i t i o n "  which 
r e q u i r e d  t h a t  c h i - s q u a r e  t e s t s  be u s e d .  For th e  f i r s t  p a i r i n g ,  fo u r  
s i g n i f i c a n t  d i f f e r e n c e s  e x i s t e d  w hich h e lp e d  to  e x p la i n  th e  d i f f e r e n c e  
i n  t h e  outcomes o f  th e s e  two groups a s  shown in  F ig u re  9 .  Note in  
F ig u r e  9 ,  over two tim es  as  many h y p o th e se s  were s u p p o r te d  f o r  t h e  
microwave oven group as  f o r  th e  d ish w ash e r  g roup . For t h e  o th e r  p a i r i n g ,  
no s i g n i f i c a n t  d i f f e r e n c e s  e x i s t e d  i n  t h e  groups b u t  as  shown i n  F ig u re
Fig. 14
COMPARISON OF THE THREE HIGHER AD RATING GROUPS 
ON SIX CLASSIFICATION VARIABLES
V a r ia b le DC Vs. OC 0C Vs.
A d v e r t i s in g  T ru s tw o r th in e s s OC ( .1 0 ) HN
A d v e r t i s in g  In fo rm a t iv e n e s s OC ( .0 5 ) OC
A d v e r t i s in g  U se fu ln es s OC ( .0 1 ) OC
P ro d u c t  I n t e r e s t OC HN
N earness  to  P urchase OC ( .3 0 ) HN
Sponsor P re fe re n c e OC ( .0 1 ) OC
C o m p e ti t iv e  P o s i t i o n OC HN
N ote: Table  E n try  Format U (W)
U =  DC -  D ishwasher c o m p ara tiv e  group r a t e d  h ig h e r
=  HN -  H a ir  s t y l e r  n o n -co m p ara tiv e  group r a t e d  h ig h e r  
=  OC -  Microwave oven com para tive  group r a t e d  h ig h e r
W =  Level o f  s i g n i f i c a n c e  ( i f  b la n k  — n o t  s i g n i f i c a n t  a t  
.30 o r l e s s )
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9 ,  two t im e s  as many h y p o th e se s  were found s i g n i f i c a n t  f o r  th e  com para tive  
(microwave oven) group as  f o r  th e  n o n -co m p ara t iv e  ( h a i r  s t y l e r )  g roup .
T hus, i t  would seem t h a t  t h i s  f i n d i n g  su g g e s ts  t h a t  com p ara tiv e  
ads a re  more e f f e c t i v e  when th e  v a r i a b l e s  l i s t e d  in  F ig u re  14 a re  in  
e f f e c t .
U sing  th e  r e s u l t s  o f  th e  d a ta  a n a l y s i s  p r e s e n te d  i n  t h i s  c h a p t e r ,  
th e  f o l lo w in g  c h a p te r  w i l l  com ple te  th e  r e p o r t i n g  o f  t h i s  s tu d y  by 
p ro v id in g  a g e n e ra l  summary and th e  c o n c lu s io n s  o f  t h i s  s t u d y 's  i n v e s ­
t i g a t i o n .
C h ap te r  V II 
SUMMARY AND CONCLUSIONS
The g e n e ra l  p u rpose  o f  t h i s  s tu d y  was t o  i n v e s t i g a t e  th e  e f f e c t i v e ­
n e ss  o f  making com parisons i n  a d v e r t i s i n g .  With t h i s  s t a t e d ,  g e n e r a l  
p u rp o s e ,  th e  s tu d y  encompassed a l i t e r a t u r e  re v ie w  w hich in c lu d e d  news- 
ty p e  a r t i c l e s ,  f i v e  c o m p ara t iv e  a d v e r t i s i n g  s t u d i e s ,  and a number o f  
g e n e r a l  communication r e s e a r c h  p r o j e c t s .
Model Development and F o rm u la tio n  o f  H ypotheses
Based on knowledge g a in ed  from th e  l i t e r a t u r e  r e v ie w ,  a communi­
c a t i o n  model was d ev e lo p ed . Encompassed i n  t h i s  model were f iv e  f a c t o r s  
o f  communication: th e  com m unicator, m essag e ,  m e d ia ,  au d ien c e ,  and
r e s p o n s e .  Under th e  f i r s t  fo u r  f a c t o r s ,  a number o f  in f lu e n c in g  v a r i ­
a b l e s ,  such as  p ro d u c t  i n t e r e s t  and b ran d  p r e f e r e n c e ,  were l i s t e d ,  w h i le  
under th e  f i f t h  f a c t o r  a number o f  m easu rab le  r e s p o n s e s  were l i s t e d ,  
such a s  b rand  and c la im  r e c a l l ,  ad  in f o r m a t iv e n e s s ,  and f u tu r e  p u rc h a se  
i n t e n t i o n s .
U sing t h i s  m odel, t h e  s t u d y 's  h y p o th e se s  w ere  fo rm u la ted .  In  
g e n e r a l ,  th e  h y p o th ese s  were o f  two ty p e s :  (1 )  w i th  com parative  a d s ,
r e c a l l  i s  g r e a t e r ;  p e r c e iv e d  ad in f o r m a t iv e n e s s ,  b e l i e v a b i l i t y ,  i n t e r e s t ,  
u s e f u l n e s s ,  and in o f f e n s iv e n e s s  a r e  h ig h e r ;  p l u s  p e rc e iv e d  p ro d u c t  
q u a l i t y ,  c o m p e t i t iv e  p o s i t i o n ,  f u t u r e  p u rc h a se  c o n s i d e r a t i o n s ,  and 
spo n so r  t r u s t w o r t h i n e s s  a r e  h ig h e r ,  th a n  w i th  n o n -co m p ara tiv e  ads ;  and 
(2 )  th e  com para tive  ad r e s p o n se s  - -  g iv e n  i n  (1 )  —  a re  p o s i t i v e l y
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r e l a t e d  t o  c l a s s i f i c a t i o n  v a r i a b l e s  which in c lu d e  l e v e l  o f  e d u c a t io n ;  
s e l f - c o n f id e n c e ;  in fo rm a t io n  se e k in g ;  o p in io n  le a d e r s h ip ;  p e rc e iv e d  
t r u s t w o r t h i n e s s ,  i n f o r m a t iv e n e s s ,  and u s e f u ln e s s  o f  a d v e r t i s i n g ;  p ro d u c t  
i n t e r e s t ;  n e a rn ess  to  p u rc h a se ;  and b rand  p r e f e r e n c e .  And, th e y  a re  
n e g a t i v e l y  r e l a t e d  to  p r i c e  c o n s c io u s n e s s .
The Methodology o f  th e  Study
To t e s t  th e se  h y p o th e s e s ,  a p o s t t e s t - o n l y  c o n t r o l  group m ethodo l­
ogy was d eve loped . I n te rv ie w s  were conducted  on a d o o r - to - d o o r  b a s i s  
to  randomly s e l e c t e d  h o u se h o ld s .
The Q u e s t io n n a ire
Each in te rv ie w  c o n s i s t e d  o f  a s e l f - a d m i n i s t e r e d ,  t h r e e - p a r t  
q u e s t i o n n a i r e .  In  th e  f i r s t  p a r t ,  r e s p o n d e n ts  r a t e d  th e m se lv e s  on e ig h t  
p sy ch o g rap h ic  m easures and t h e i r  p e r c e p t io n s  o f  a d v e r t i s i n g  on th r e e  
b a s e s .  (See F igure  1 5 . )  The second p a r t  c o n s i s t e d  o f re s p o n d e n ts  
v iew ing  one o f  s ix  p o r t f o l i o s  used  i n  th e  s tu d y .  (See F ig u re  1 6 .)
These s i x  s e t s  of ads e ac h  c o n ta in e d  fo u r  ads - -  an a s p i r i n ,  c i g a r e t t e ,  
and d eo d o ra n t  ad were common t o  a l l  s i x  s e t s .  The f o u r th  ad in  each 
s e t  was e i t h e r  a co m p ara tiv e  o r  a n o n -co m p ara tiv e  ad f o r  e i t h e r  a d i s h ­
w asher ,  h a i r  s t y l e r ,  o r  microwave o ven . (T h ree  p ro d u c t  c a t e g o r i e s  were 
in c lu d e d  i n  th e  s tu d y  t o  in s u r e  t h a t  v a r io u s  l e v e l s  o f  p ro d u c t  i n t e r e s t  
e x i s t e d .  The b a s i s  f o r  s e l e c t i n g  th e  t h r e e  p r o d u c ts  was a sm a l l  conve­
n ie n ce  s u r v e y . )  The o n ly  d i f f e r e n c e  between t h e  com para tive  and non­
co m p ara tiv e  ads was t h a t  in  th e  fo rm e r ,  t h r e e  com peting b ra n d s  were 
named w h i le  in  th e  l a t t e r  "B rands X, Y, and Z" were named. A f te r  v iew ing  
th e  ad p o r t f o l i o ,  p a r t  t h r e e  o f  t h e  q u e s t i o n n a i r e  c o n s i s t e d  o f  c o l l e c t i n g  
r e s p o n se s  t o  th e  t r e a tm e n t  ad a s  w e l l  as  th e  a s p i r i n  ad p lu s  th e
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Fig. 15
PSYCHOGRAPHIC AND GENERAL ADVERTISING 
PERCEPTION MEASURES USED IN THE STUDY
Not much 
l i k e  me
1. I  shop a l o t  fo r  " s p e c i a l s . n
2 . I  have more s e l f - c o n f id e n c e
than  most p e o p le .
3 .  My f r i e n d s  o f te n  come to  me 
fo r  a d v ic e .
4 . I  u s u a l l y  watch ads f o r  s a l e s .
5 . I  o f te n  seek  adv ice  o f  f r i e n d s
r e g a rd in g  which b rand  to  buy.
6 . I  th in k  I  have a l o t  o f  
p e r s o n a l  a b i l i t y .
7. I  sometimes in f lu e n c e  what 
my f r i e n d s  buy.
8 . I  spend a l o t  o f  t im e t a lk in g  
w ith  f r i e n d s  about p ro d u c ts  












ik e  me
I n  my o p in io n ,  a d v e r t i s i n g  in  g e n e ra l  i s :
1. n o t  in fo rm a t iv e ____1___ 2____ 3__   4___  5___  6___  7___  v e ry  in fo rm a t iv e
2 . n o t  u s e f u l  1___ 2 3___  4___ 5___  6___  7___  v e ry  u s e f u l
3 .  n o t  t r u s tw o r th y  1___ 2____ 3___ 4___  5___  6___  7___  v e ry  t ru s tw o r th y
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ADS INCLUDED IN THE SIX PORTFOLIOS
P o r t f o l i o  I
A s p i r in
D eodorant
C i g a r e t t e
Dishwasher (C om parative)
P o r t f o l i o  I I I
A s p i r in
D eodoran t
C i g a r e t t e
H a ir  S t y l e r  (C om parative)
P o r t f o l i o  V
A s p i r in
D eodorant
C i g a r e t t e
Microwave Oven (C om parative)
P o r t f o l i o  I I
A s p i r in
Deodorant
C ig a r e t t e
D ishwasher (N on-Com parative)
P o r t f o l i o  IV
A s p i r in
Deodorant
C i g a r e t t e
H a ir  S ty l e r  (N on-Com parative)
P o r t f o l i o  VI
A s p i r in
Deodorant
C i g a r e t t e
Microwave Oven (Non-Comparative)
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r e  spondent *s dem ograph ics .
Sample S ize
The f i n a l  sample s i z e  o f  419 c o n s i s t e d  o f  a p p ro x im a te ly 'tw o  e q u a l  
groups — one h av in g  viewed a com para tive  ad  and th e  o t h e r  a non-com para­
t i v e  a d .  The 419 s u b j e c t s  w ere  a l s o  e q u a l ly  d iv id e d  among th e  t h r e e  
p ro d u c t  c a t e g o r i e s  — d is h w a s h e rs ,  h a i r  s t y l e r s ,  and microwave ovens. 
Thus, th e  s i z e  o f  each  o f  th e  s i x  groups ra n g e d  between 67 and 72 
s u b j e c t s .
A n a ly s is  o f  th e  D ata
I n  a n a ly z in g  th e  d a t a ,  th e  two groups w i t h i n  two o f  th e  th re e  
p ro d u c t  c a t e g o r i e s  were found t o  d i f f e r  s i g n i f i c a n t l y  on s e v e r a l  b a s e s .
In  p a r t i c u l a r ,  th e  n o n -co m p ara tiv e  group f o r  th e  h a i r  s t y l e r  c a te g o ry  
and th e  com parative  group f o r  th e  microwave oven c a te g o ry  were found to  
be more p r i c e  c o n s c io u s ,  more in fo rm a t io n  s e e k in g ,  p e r c e i v i n g  a d v e r t i s i n g  
in  g e n e r a l  more f a v o r a b ly ,  h a v in g  more p r o d u c t  i n t e r e s t ,  and b e in g  
n e a r e r  to  p u rc h a s in g  w i th in  t h e i r  r e s p e c t i v e  p ro d u c t  c a te g o r y  th a n  were 
t h e i r  c o u n t e r p a r t s .  The p re s e n c e  o f  t h i s  s e t  o f  common v a r i a b l e s  was 
a s s o c i a t e d  w ith  h ig h e r  ad r a t i n g s  by th e s e  two g ro u p s .  T hat i s ,  th e  
h a i r  s t y l e r  non -com para tive  g roup  r a t e d  t h e i r  ad h ig h e r  on s i x  o f  t e n  
b ases  w h i le  th e  microwave co m p ara tiv e  group r a t e d  t h e i r  ad  h ig h e r  on 
n in e  o f  t e n  b a s e s ,  a s  compared to  t h e i r  r e s p e c t i v e  c o u n t e r p a r t s .
Ad P e r c e p t io n s  and T h e i r  C o r r e l a t i o n s  w i th  t h e  Audience I n f lu e n c in g  
V a r ia b le s
I n  a l l  t h r e e  p ro d u c t  c a t e g o r i e s ,  p o s i t i v e  c o r r e l a t i o n s  between 
th e  ad r a t i n g s  (su ch  a s  i n f o r m a t iv e ,  b e l i e v a b l e ,  and u s e f u l )  and p ro d u c t  
i n t e r e s t ,  n e a rn e s s  to  p u rc h a s e ,  sponsor p r e f e r e n c e ,  and th e  t h r e e
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a d v e r t i s i n g  p e r c e p t io n  m easures  were found , w h i le  p r i c e  c o n sc io u s n e s s  was 
found n o t  to  be- h ig h ly  c o r r e l a t e d  and in fo rm a t io n  s e e k in g  was found to  
be more n e g a t i v e ly  c o r r e l a t e d  w i th  th e s e  ad r a t i n g s .
I n  exam ining th e  in fo r m a t io n  see k in g  m e a su re s ,  i t  appeared  th e y  
te n d ed  t o  s t r e s s  p e r s o n a l  so u rc e s  o f  in fo r m a t io n .  C o n seq u en tly ,  w i th  
t h i s  i n t e r p r e t a t i o n ,  n e g a t iv e  c o r r e l a t i o n s  were e x p e c te d .  For d i s h ­
w a sh e rs ,  th e  o n ly  p ro d u c t  c a te g o r y  w i th  two s i m i l a r  g ro u p s ,  th e  compara­
t i v e  group had n in e  n e g a t iv e  c o r r e l a t i o n s  betw een t h e i r  two in fo r m a t io n  
see k in g  m easures  and th e  t e n  ad r a t i n g  m easu re s .  T h is  f in d i n g  i l l u s ­
t r a t e s  th e  r e l a t i v e  e f f e c t i v e n e s s  o f  com para tive  ads  over n o n -co m p ara tiv e  
a d s ,  s in c e  no n e g a t iv e  c o r r e l a t i o n s  e x i s t e d  f o r  th e  n o n -co m p ara t iv e  ad 
f o r  t h a t  p r o d u c t .  Thus, f o r  t h a t  p ro d u c t  c a te g o r y ,  th e  com p ara tiv e  ad 
was more e f f e c t i v e  w i th  in fo rm a t io n  s e e k e r s  who depended l e s s  on p e r s o n a l  
so u rc e s  th a n  was th e  n o n -co m p ara tiv e  ad .
A lso  i n  th e  d ishw asher c a t e g o r y ,  th e  co m p ara tiv e  ad group r a t e d  
t h e i r  ad h ig h e r  on 8 o u t  o f  10 b a s e s .  Though th e  t r a d i t i o n a l  l e v e l s  o f  
s i g n i f i c a n c e  were n o t  m e t ,  t h e  d i r e c t i o n  o f  th e  d a t a  i n d i c a t e d  t h a t  
com p ara tiv e  ads can be more e f f e c t i v e  th an  n o n -co m p ara tiv e  ad s .  T h is  
i n d i c a t i o n  was s u p p o rted  in  th e  microwave oven c a te g o r y  where t h e  compara­
t i v e  ad was viewed by a group t h a t  was more i n t e r e s t e d  in  th e  p ro d u c t  
and c l o s e r  t o  making a p u rc h a s e ,  and a s  a r e s u l t ,  r a t e d  th e  co m p ara tiv e  
ad s i g n i f i c a n t l y  h ig h e r  (w i th  a lp h a  l e s s  th an  ,1 0 )  on fo u r  b a s e s .  In  
c o n t r a s t ,  th e  non -co m p ara tiv e  h a i r  s t y l e r  group was a l s o  more i n t e r e s t e d  
i n  th e  p ro d u c t  and n e a r e r  to  m aking a pu rch ase  th a n  i t s  c o u n t e r p a r t ,  b u t  
t h i s  group s i g n i f i c a n t l y  r a t e d  i t s  non -co m p ara tiv e  ad h ig h e r  on o n ly  two 
b a se s  ( a lp h a  e q u a l  to  *10). To c o n t r a s t  t h e s e  two g roups f u r t h e r ,  th e  
com para tive  microwave oven g r o u p 's  fo u r  s i g n i f i c a n t  r a t i n g s  were f o r
no
p ro d u c t  q u a l i t y ,  sponsor t r u s t w o r t h i n e s s ,  w i l l i n g n e s s  to  buy and 
c o m p e t i t iv e  p o s i t i o n  v e r s u s  b e l i e v a b i l i t y ,  and ad i n t e r e s t  fo r  th e  non­
com para tive  h a i r  s t y l e r  group* Thus, i t  a p p e a rs  th a t  co m p ara t iv e  ads 
can be more e f f e c t i v e  i n  a f f e c t i n g  p e r c e p t io n s  and a t t i t u d e s  toward 
a p ro d u c t  and i t s  sp o n so r .  F ig u re  17 d e p ic t s  th e  above f in d i n g s .
Brand and C laim  R e c a l l
Com parative a d s ,  how ever, were n o t  found to  have b e t t e r  brand  o r  
c la im  r e c a l l  th a n  n o n -co m p ara tiv e  a d s .  The r e a s o n  fo r  b ra n d  r e c a l l  n o t  
be in g  g r e a t e r  f o r  e i t h e r  ad type  was p ro b a b ly  t h a t  w ell-know n brands 
were u se d ,  c o n se q u e n t ly ,  th e  group w i th  th e  l e a s t  brand  r e c a l l ,  r e g a r d ­
l e s s  o f  p ro d u c t  o r  ad ty p e ,  had  l e s s  th an  t e n  p e r  c en t  o f  i t s  re s p o n d e n ts  
r e c a l l i n g  an i n c o r r e c t  b ra n d .  For c la im  r e c a l l ,  the  number o f  i n c o r r e c t  
r e c a l l s  was e v en ly  s p l i t  by ad  ty p e  f o r  a l l  t h r e e  p r o d u c t s .  The d i s h ­
w asher and h a i r  s t y l e r  c a t e g o r i e s  had i n c o r r e c t  c la im  r e c a l l s  o f  l e s s  
th a n  t h i r t y  p e r  c e n t ,  w h i le  i n c o r r e c t  r e c a l l s  were made by 48 p e r  c e n t  
o f  th e  re s p o n d e n ts  in  th e  microwave oven c a t e g o r y .  F u r th e r  a n a ly s i s  
showed changes  in  th e  i n t e r e s t  l e v e l  f o r  t h e  t h i r d  p ro d u c t  c a te g o ry  
b u t  n o t  f o r  th e  f i r s t  two when th e  i n c o r r e c t  r e c a l l  r e sp o n d e n ts  were 
removed from th e  sam ple. T h is  i n d i c a t e d  a g r e a t e r  p o l a r i t y  o f  i n t e r e s t  
f o r  microwave ovens v e r s u s  th e  o t h e r  two p r o d u c t s .  Thus, t h e  d i s t r i b u ­
t i o n  o f  c la im  r e c a l l  was i n t e r e s t  s p e c i f i c  b u t  n o t  dependen t on ad ty p e .
The S tu d y Ts C onclusions
From th e  d a ta  a n a l y s i s  r e s u l t s  summarized above, s e v e r a l  con­
c lu s i o n s  r e g a r d in g  co m p ara tiv e  a d v e r t i s i n g ,  as  examined i n  t h i s  s tu d y ,  
w ere  made.
Fig. 17
SUMMARIZING THE RELEVANT GROUP CHARACTERISTICS AND AD PERCEPTIONS
P ro d u c t C h a r a c t e r i s t i c s Ad P e r c e p t io n s
Dishwasher C -  A d v e r t i s in g  U se fu ln ess N -  In fo rm a t iv e  
N -  P ro d u c t  Q u a l i ty  
N -  C o m p e ti t iv e  P o s i t i o n
H a ir  S t y l e r C -  P r i c e  C onsc iousness  
C -  In f o rm a t io n  Seeking 
C -  A d v e r t i s in g
T r u s tw o r th in e s s  
C -  P ro d u c t  I n t e r e s t  
C -  N earn ess  to  Purchase
C -  B e l ie v a b le  
C -  I n t e r e s t i n g  
C -  U se fu l
Microwave Oven N - P r i c e  C onsc iousness N -  In fo rm a t iv e
N O pin ion  L ead ersh ip N -  B e l ie v a b le
N - In fo rm a t io n  Seeking N -  U se fu l
N •B A d v e r t i s in g N -  P ro d u c t  Q u a l i ty
In fo rm a t iv e n e s s N -  Sponsor
N - A d v e r t i s in g T ru s tw o r th in e s s
U se fu ln e s s N -  Would Buy
N P4 P ro d u c t  I n t e r e s t N -  C o m p e ti t iv e  P o s i t i o n
N - N earness  to  Purchase
N - Sponsor P r e f e re n c e
N otes:  T ab le  E n try  Format X -  V
X =  C -  L ess  c h a r a c t e r i s t i c  o r  lower r a t i n g s  f o r  th e  
co m p ara t iv e  group on t h a t  v a r i a b l e
N -  Less c h a r a c t e r i s t i c  o r  low er r a t i n g s  f o r  th e  
n o n -c o m p ara tiv e  group on t h a t  v a r i a b l e
V =  A group c h a r a c t e r i s t i c  o r  an ad*s p e r c e p t io n
L e v e ls  o f  s i g n i f i c a n c e  a re  g iven  i n  F ig u r e s  5 and 9.
1. Com parative  ads can be more e f f e c t i v e  th a n  
no n -co rap ara t iv e  ads under c e r t a i n  c ircum ­
s tan c e s*
T h is  c o n c lu s io n  was o b v io u s ly  an im p o r tan t  one i n  v iew  o f  th e  
c o n c lu s io n s  made i n  t h e  f i v e  co m p ara t iv e  a d v e r t i s i n g  s t u d i e s  d i s c u s s e d  
p r e v io u s ly  i n  th e  l i t e r a t u r e  re v ie w .  I n  th o s e  s t u d i e s  co m p ara tiv e  
a d v e r t i s i n g  was g e n e r a l l y  conc luded  as  b e in g  n o t  more e f f e c t i v e  th an  
n o n -co m p ara t iv e  a d v e r t i s i n g .  The d a ta  c o l l e c t e d  i n  t h i s  s tu d y ,  however 
i n d i c a t e d  th e  c o n t r a r y .
Given th e  c o n c lu s io n  t h a t  co m p ara t iv e  ads can  be more e f f e c t i v e ,  
th e  s t u d y 's  second c o n c lu s io n  r e l a t e d  to  th o s e  c i r c u m s ta n c e s  under 
which g r e a t e r  e f f e c t i v e n e s s  can be e x p e c te d .  To a p p r e c i a t e  t h e  c ircum ­
s ta n c e s  r e q u i r e d  f o r  e f f e c t i v e n e s s ,  one needs  t o  examine th e  d e c i s i o n ­
making p ro c e s s  t h a t  consum ers use  i n  s e l e c t i n g  p r o d u c t s  f o r  consum ption 
Though a number o f  d i f f e r e n t  d e c is io n -m a k in g  p r o c e s s e s  have been  hypoth  
e s i z e d ,  th e y  g e n e r a l l y  su g g es t  consum ers f i r s t  r e c o g n iz e  th e  e x i s t e n c e  
o f  a p roblem  o r  n e ed ,  th en  c o l l e c t  in fo r m a t io n  from p e r s o n a l  and non­
p e r s o n a l  s o u r c e s ,  develop  a s e t  o f  a t t i t u d e s  and p r e d i s p o s i t i o n s ,  and 
make a d e c i s i o n .  T h e . le n g th  o f  t im e  devo ted  t o  d e c is io n -m a k in g  p lu s  
th e  amount and ty p e  o f  in fo rm a t io n  c o l l e c t e d  i s  s a i d  to  v a ry  w i th  such 
v a r i a b l e s  as  th e  amount o f  i n t e r e s t  i n  th e  p r o d u c t ,  t h e  amount o f  i n ­
t e r n a l l y  s t o r e d  in f o r m a t io n ,  th e  amount o f  r i s k  a s s o c i a t e d  w i th  th e  
p u r c h a s e ,  and th e  c o m p le x i ty  o f  th e  p r o d u c t .  T hus, th e  s t u d y ' s  second 
c o n c lu s io n  was:
2 . The c i rc u m s ta n c e s  under w hich c o m p ara t iv e s  can  
be e f f e c t i v e  a r e  a t  l e a s t  p a r t i a l l y  d e te rm in e d  
by th o s e  v a r i a b l e s  w hich  a f f e c t  t h e  l e n g th  o f  
t im e  dev o ted  to  d e c is io n -m a k in g  a s  w e l l  a s  th e  
n a tu r e  o f  in fo r m a t io n  c o l l e c t e d  f o r  d e c i s i o n -  
m aking .
As d is c u s s e d  e a r l i e r ,  p re v io u s  com p ara tiv e  a d v e r t i s i n g  s t u d i e s  
used  p ro d u c ts  which were o f  low i n t e r e s t ,  low r i s k ,  l i t t l e  c o m p le x i ty ,  
and promoted by lo w - in fo rm a t io n a l  a d s .  B u t ,  i n  t h i s  s tu d y ,  p ro d u c ts  
which p e r m i t t e d  h ig h e r  i n t e r e s t  l e v e l s  to  e x i s t ,  had h ig h e r  a s s o c i a t e d  
r i s k s  ( f i n a n c i a l ,  and p o s s ib ly  h e a l t h  i n  th e  microwave oven c a s e ) , and 
had some p ro d u c t  c o m p lex ity  were used j p l u s ,  more in fo r m a t iv e  ads  were 
used  t o  promote t h e s e  p ro d u c ts*  — The f i n d i n g  t h a t  th e s e  more in form a 
t i v e  ads  ( f o r  p r o d u c ts  o f  some co m plex ity )  te n d ed  to  be more e f f e c t i v e  
complements th e  u sage  c o n s id e r a t io n  (on page 8 o f  t h i s  s tu d y )  t h a t  
com para tive  ads should  o n ly  be u sed  when s i g n i f i c a n t  and dem o n strab le  
p ro d u c t  d i f f e r e n c e s  e x i s t .
With a  d ec is io n -m ak in g  p e r s p e c t i v e ,  i t  i s  a p p a re n t  t h a t  i n  th o s e  
c irc u m stan c es  where more in fo rm a t io n  i s  r e q u i r e d  to  make a d e c i s i o n ,  
com p ara tiv e  a d v e r t i s i n g  can be more e f f e c t i v e .  — I t  can  a c t u a l l y  
h e lp  to  d e c rea se  th e  amount o f  t im e  sp en t  i n  s e a rc h  o f  in fo r m a t io n  
because  a com para tive  ad h a s  assem bled  f o r  th e  consumer in fo rm a t io n  
r e g a rd in g  a number o f  a l t e r n a t i v e s  (b ran d s )  on th e  b a s i s  o f  a number 
o f  p ro d u c t  a t t r i b u t e s .
E f f e c t i v e n e s s ,  however, i s  n o t  s o l e l y  dependent on c o m p ara tiv e  
a d v e r t i s i n g * s  in fo rm a t io n -a s s e m b l in g  q u a l i ty *  B efo re  a consumer seeks  
in fo rm a t io n  from a d v e r t i s i n g ,  t h e r e  must be a  d e s i r e  f o r  in fo r m a t io n  — 
some p ro d u c t  i n t e r e s t  — and t h e r e  must e x i s t  a g e n e r a l l y  p o s i t i v e  
p e r c e p t io n  o f  a d v e r t i s i n g  as  b e in g  t r u s t w o r t h y ,  in f o r m a t iv e ,  and u s e f u l  
These l a s t  two c o n d i t io n s  a re  needed  f o r  any ad to  be e f f e c t i v e ,  b u t  
th e  s tu d y  showed t h a t  g iven  t h e s e  c o n d i t i o n s ,  c o m p ara t iv e s  can be more 
e f f e c t i v e ,  as  shown in  th e  com parison  above betw een th e  com p ara tiv e  
(microwave oven) group and th e  n o n -co m p ara tiv e  ( h a i r  s t y l e r )  g roup .
U sing th e  d ec is io n -m ak in g  p e r s p e c t i v e ,  two c o n c lu s io n s  (3 and 4 ,  
g iven  below) were made c o n ce rn in g  consumers w i th  whom co m p ara tiv e  ads 
can be e f f e c t i v e .
3 .  For co m p ara tiv es  to  be e f f e c t i v e ,  consumers 
must c o l l e c t  in fo rm a t io n  from n o n -p e r s o n a l  
so u rces  and u se  i t  i n  t h e i r  d e c is io n -m ak in g .
T h is  does n o t  mean t h a t  p e r s o n a l  so u rc es  o f  in fo rm a t io n  a re  
exc luded  b u t  means t h a t  n o n -p e rs o n a l  so u rces  p l a y  an im p o r tan t  r o l e  in  
th e  d e c is io n -m ak in g  p r o c e s s .  T h is  a l s o  means t h a t  d e c i s io n s  a re  made 
a f t e r  an  o b j e c t i v e  e v a lu a t io n  h as  been  done and and a re  n o t  made on th e  
b a s i s  o f  whims o r p u re  em o tions . O b v io u s ly ,  t h i s  i s  a n e c e s s a r y  c o n d i­
t i o n  f o r  e f f e c t i v e n e s s .
The o th e r  c o n c lu s io n  r e g a r d in g  consumers (w i th  whom c o m p a ra t iv e s  
can  be e f f e c t i v e )  was:
4 .  Com parative  ads can  c o n c e iv a b ly  be more 
e f f e c t i v e  in  h e lp in g  p o s t -p u rc h a s e  
consumers by p ro v id in g  r e in fo r c e m e n t  f o r  
t h e i r  p u rc h a se  d e c i s io n s  a s  w e l l  as  by 
a c t i n g  as  a f a c t o r  which a i d s  th e s e  
consumers i n  m a in t in in g  c o g n i t i v e  con­
s i s t e n c y .
S in c e  p o s t -p u rc h a s e  consumers e v a lu a te  t h e i r  pu rch ase  d e c i s io n s  
and a re  known to  be more a t t e n t i v e  t o  ads in v o lv in g  th e  p u rc h a se d  
p ro d u c t ,  com para tive  ads can be more e f f e c t i v e  because  t h e  sp o n so r in g  
b rand  i s  always p r e s e n te d  as  s u p e r io r  over nam ed -co m p e ti to rs  on a 
number o f  p ro d u c t  a t t r i b u t e s .  T hus, t h e r e  can be re in fo rc e m e n t  o f  th e  
p u rch ase  d e c i s io n ,  and th e  p r e s e n t a t i o n  o f  f a v o ra b le  in fo r m a t io n  can  
a id  th e  i n d i v i d u a l  i n  m a in ta in in g  c o g n i t i v e  c o n s i s te n c y  r e g a r d in g  h i s  
a t t i t u d e s  r e l a t e d  to  th e  p u rch ased  p ro d u c t .
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The f i n a l  c o n c lu s io n  o f  th e  s tu d y  was a l s o  r e l a t e d  to  th e  e f f e c t i v e ­
n e s s  o f  com para tive  a d s .  T h is  c o n c lu s io n  was conce rned  w i th  how o r  in  
what way c o m p ara t iv es  can be e f f e c t i v e  ( i n  a d d i t i o n  to  p o s s ib ly  p ro v id in g  
p o s t - p u r c h a s e  r e in f o r c e m e n t ) .  S p e c i f i c a l l y ,  th e  c o n c lu s io n  was:
5 .  Com parative ads can  be more e f f e c t i v e  i n  term s 
o f  b rand  p e r c e p t io n s  and a t t i t u d e s  as  w e l l  as 
f u tu r e  p u rc h a se  i n t e n t i o n s .
I n  C h ap te r  I I I ,  Lavidge and S t e i n e r ' s  h i e r a r c h y  o f e f f e c t s  model 
was p r e s e n te d ,  and i t  was s t a t e d  t h a t  th e  g e n e r a l  im p l i c a t io n  o f  t h i s  
model was t h a t  f o r  th o se  s i t u a t i o n s  where th e  consumer has  some p ro d u c t  
invo lvem ent and i s  see k in g  in f o r m a t io n ,  c o m p ara tiv e  ads may be v e ry  
e f f e c t i v e .  I t  was a l s o  s t a t e d  t h a t  co m p ara tiv es  may even h e lp  move the  
consumer th ro u g h  th e  h i e r a r c h y  a l i t t l e  f a s t e r  a t  th e  l a t t e r  s t a g e s  b u t  
p ro b a b ly  n o t  a t  th e  e a r l i e r  ones* I n  t h i s  s tu d y ,  b ran d  r e c a l l  and c la im  
r e c a l l  w ere  found n o t  t o  d i f f e r  s i g n i f i c a n t l y  f o r  com para tive  and non­
co m p ara tiv e  a d s .  S ince  w ell-known b ran d s  were u sed  and c o r r e c t  b rand  
r e c a l l  exceeded  90 p e r  c e n t  f o r  a l l  g ro u p s ,  th e  re s p o n d e n ts  c o u ld  n o t  
have been a t  th e  e a r l i e r  s t a g e s  o f  th e  m odel. T hus , th e  re s p o n d e n ts  
w ere  in  t h e  l a t t e r  s t a g e s  where a t t i t u d e s  and p u rc h a se  i n t e n t i o n s  a re  
d e te rm in e d .  The re s p o n se s  f o r  m easures  r e f l e c t i n g  th e s e  l a t t e r  h i e r ­
a r c h i c a l  s t a g e s  were c o n s i s t e n t l y  h ig h e r  f o r  th e  com para tive  ad - -  
i n d i c a t i n g  i t s  e f f e c t i v e n e s s  r e l a t i v e  to  th e  n o n -co m p ara tiv e  ad .
One re q u ire m e n t  f o r  a  consumer to  be a s s o c i a t e d  a t  th e  l a t t e r  
h i e r a r c h i c a l  s t a g e s  i s  t h e  p re se n c e  o f  some i n t e r e s t  i n  th e  p r o d u c t .
For d is h w a s h e rs ,  th e  o n ly  p ro d u c t  c a te g o ry  w i th  s i m i l a r  g ro u p s ,  
c o r r e l a t i o n s  o f  .6 2 ,  .6 0 ,  and .7 4 ,  r e s p e c t i v e l y ,  w ere  found between 
p ro d u c t  i n t e r e s t  and th e  v a r i a b l e s :  p ro d u c t  q u a l i t y ,  would c o n s id e r
buy in g , and would buy, f o r  th e  com para tive  ad .  B u t,  f o r  th e  non-compara 
t i v e  ad ,  c o r r e l a t i o n s  f o r  t h e s e  v a r i a b l e s  w ere  o n ly  . 3 0 ,  .3 8 ,  and .5 2 ,  
r e s p e c t i v e l y ,  th u s  i n d i c a t i n g  th e  r e l a t i v e  e f f e c t i v e n e s s  o f  co m p ara tiv es  
a t  th e  l a t t e r  s ta g e s  o f  th e  m odel. For t h a t  same p r o d u c t ,  c o r r e l a t i o n s  
between n e a r n e s s  to  p u rc h a se  and th o se  same t h r e e  v a r i a b l e s  ranged  from 
.26 to  .36  f o r  th e  co m p ara tiv e  ad .  Though t h e s e  c o r r e l a t i o n s  were 
low er, f o r  th e  non -co m p ara tiv e  ad o n ly ,o n e  c o e f f i c i e n t  was found s i g n i f i  
c a n t  f o r  t h e s e  t h r e e  v a r i a b l e s  and i t s  v a lu e  was .2 2 ,  a s  compared t o  th e  
com p ara tiv e  a d ' s  c o e f f i c i e n t  o f  .3 6 .  These c o r r e l a t i o n s  a l s o  s u g g e s te d  
th e  r e l a t i v e  e f f e c t i v e n e s s  o f  com para tive  ads  w i th  consum ers who a r e  in  
th e  l a t t e r  s t a g e s  o f  th e  h i e r a r c h y  o f e f f e c t s  model. T hus, t h i s  r e s u l t  
r e p r e s e n t s  one o f  th e  m a jo r  f i n d i n g s  and c o n c lu s io n s  o f  t h i s  s tu d y .
Guides f o r  F u tu re  R esearch  S u g g e s ted  by th e  S tudy
Having s t a t e d  th e  s t u d y 's  c o n c lu s io n s ,  s e v e r a l  s u g g e s t io n s  f o r  
f u tu r e  r e s e a r c h  can be g iv e n .
1. B efo re  ad r e s p o n se s  a re  c o l l e c t e d  ( f o r  a 
co m p ara t iv e  a n a l y s i s ) ,  an i n i t i a l  q u e s t io n ­
n a i r e  should  be used  to  sc re e n  o u t  p o t e n t i a l  
re s p o n d e n ts  who a re  n o t  i n t e r e s t e d  i n  th e  
p ro d u c t  t h a t  i s  t o  be u sed  in  th e  s tu d y .
T h is  f i r s t  q u e s t i o n n a i r e  sh o u ld  a l s o  s c r e e n  o u t  p o t e n t i a l  r e s p o n ­
d e n ts  w i th  n e g a t i v e  p e r c e p t io n s  o f  a d v e r t i s i n g  i n  g e n e r a l  and who te n d
to  seek  in fo r m a t io n  m a in ly  from p e r s o n a l  s o u r c e s .
2 . G r e a t e r  c a re  sh o u ld  be ta k e n  in  o p e r a t i o n a l l y  
d e f i n i n g  th e  v a r i a b l e s  t o  be i n v e s t i g a t e d .
For exam ple, i n  t h i s  s tu d y  " o f f e n s i v e n e s s ” was in te n d e d  to  m easure
w hether an ad  i n s u l t e d  a r e s p o n d e n t ' s  i n t e l l i g e n c e ,  b u t  r e s p o n d e n ts
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a p p a r e n t ly  viewed i t  as a m easure o f  bad  t a s t e .  S i m i l a r l y ,  th e  in fo rm a­
t i o n  seek in g  m easures  tended  to  s t r e s s  p e r s o n a l  source  dependence r a t h e r  
th a n  n o n -p e rs o n a l  source  dependence o r  in fo rm a t io n  see k in g  in  g e n e r a l .
3 .  Use re sp o n se  m easures  w hich p e rm it  u s in g  
p a ra m e tr ic  s t a t i s t i c a l  t e s t s  w i th o u t  hav ing  
to  make an i n t e r v a l  d a ta  assu m p tio n .
Such m easures  would p e rm it  u s in g  th e  g e n e r a l l y  used  s t a t i s t i c a l  
t e s t s  by m a rk e te r s  b u t  would a l s o  p e rm it  u s in g  t h e s e  t e s t s  under th e  
a p p r o p r i a t e  c o n d i t io n s  de te rm ined  by s t a t i s t i c a l  th e o ry .
4 .  C o n sid e r  th e  model g iv en  on page 50 as  a b a s i s  
f o r  i n v e s t i g a t i o n .
The m o d e l 's  c o n s t r u c t i o n  was b a sed  on a l i t e r a t u r e  re v ie w ,  and 
as a r e s u l t ,  i t  c o n ta in e d  many v a r i a b l e s  found in  th e  s tu d y  to  be s i g n i f ­
i c a n t l y  r e l a t e d  t o  com p ara tiv e  ad r e s p o n s e s ,  w hich were a l s o  in c lu d e d  in  
th e  m odel. Those v a r i a b l e s  n o t  found to  be r e l e v a n t  by t h i s  s tu d y  shou ld  
be i n v e s t i g a t e d  a g a in  by u s in g  d i f f e r e n t  o p e r a t i o n a l  m easures  and p o s s ib ly  
d i f f e r e n t  s t a t i s t i c a l  t e s t s .
The above s u g g e s t io n s ,  as  w e l l  as  th e  s tu d y  i n  g e n e r a l ,  sh o u ld ,  
s e rv e  as  u s e f u l  g u id es  fo r  f u t u r e  r e s e a r c h e r s  w ish in g  to  i n v e s t i g a t e  th e  
e f f e c t i v e n e s s  o f  com p ara tiv e  a d v e r t i s i n g .
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You a r e  t o  conduct your in te r v ie w s  on b lo c k  ___________ in  cen su s  t r a c t
__________ • Your in te r v ie w s  a r e  to  s t a r t  w i th  th e  __________  house on th e
s id e  o f  th e  s t r e e t  where an "X" ap p ea rs  on t h e  a t ta c h e d  map. A f te r  i n t e r ­
v iew in g  t h a t  h o u se h o ld ,  p ro ceed  down t h a t  s id e  o f  th e  s t r e e t  and in te r v ie w  
every  f o u r t h  h o u se .  Once you r e a c h  th e  end o f  th e  a s s ig n e d  b lo c k ,  c ro s s  
th e  s t r e e t  and c o n t in u e  in te r v ie w in g  ev e ry  f o u r th  house . — F o llo w in g  
t h i s  p a t t e r n  c o u ld  r e s u l t  i n  i n t e r v ie w in g  a house n e a r  th e  c o rn e r  on one 
s id e  o f  th e  s t r e e t  and th e n  w a lk in g  p a s t  a co u p le  o f  houses  on t h a t  same 
s i d e ,  c r o s s in g  th e  s t r e e t  a t  t h e  c o r n e r ,  w a lk in g  p a s t  one more h o u se ,  and 
h av in g  your n e x t  in t e r v ie w  a t  t h e  n ex t  house which i s  second from th e  
c o rn e r  on th e  o p p o s i t e  s id e  and th e  o p p o s i te  end o f th e  b lo c k  from your 
o r i g i n a l  s t a r t i n g  p o i n t .
You a r e  to  in te r v ie w  on ly  th o s e  p e rso n s  r e s i d i n g  in  a h o u se ,  d u p le x ,  o r  
tow nhouse. Do n o t  in te r v ie w  p e r s o n s  l i v i n g  i n  m obile  homes, a p a r tm e n ts ,  
o r  any o th e r  m u l t i p l e  housing  u n i t s  such a s  n u r s in g  homes. A lso ,  do n o t  
i n t e r v ie w  anyone a t  a p la c e  o f  b u s in e s s .
I f  a f t e r  in te r v ie w in g  on b o th  s id e s  o f  th e  s t r e e t ,  you have n o t  com ple ted  
a l l  your i n t e r v i e w s ,  th en  c o n t in u e  in te r v ie w in g  h o useho lds  on bo th  s id e s  o f  
th e  s t r e e t s  which b o rd e r  your a s s ig n e d  cen su s  b lo ck  u n t i l  a l l  your i n t e r ­
view s a r e  co m ple ted .
At each  s e l e c t e d  h o u seh o ld ,  one o f  t h r e e  s i t u a t i o n s  w i l l  t r a n s p i r e .  In  
each s i t u a t i o n ,  you a re  to  fo l lo w  th e  p r e s c r i b e d  p ro ce d u re  as  g iven  below .
Case I .  The " l a d y  o f  th e  h ouse"  (n o t  a te en ag e  d au g h te r  
o r  a g randm other) i s  home and g r a n ts  an in te rv ie w :  Conduct
th e  in te r v ie w  and c o n t in u e  down th e  s t r e e t  in te r v ie w in g  ev e ry  
f o u r t h  h o u se .
Case I I ,  The " la d y  o f th e  house"  r e f u s e s  to  g r a n t  an in te r v ie w :
Thank the  lad y  f o r  h e r  t im e  and p a ss  t o  th e  n e x t  house . A f te r  
t h i s  i n t e r v ie w ,  you w i l l  th e n  in te r v ie w  th e  t h i r d  house away, 
b u t  from t h e r e ,  c o n t in u e  you r o r i g i n a l  p a t t e r n  o f  go ing  to  e v e ry  
f o u r th  house .
I f  t h i s  s u b s t i t u t e  house a l s o  r e f u s e s ,  th e n  c o n t in u e  go ing  t o  th e  
n e x t  house u n t i l  an in te r v ie w  i s  s e c u re d .  Then s t a r t  a new sequence 
o f  in t e r v ie w in g  ev e ry  f o u r t h  house .
Case I I I .  The " la d y  o f  th e  house" i s  n o t  a t  home: P roceed  down 
th e  s t r e e t  a s  i f  you had been g ra n te d  th e  in te r v ie w .  L a te r  you 
sh o u ld  r e t u r n  to  t h a t  sk ip p ed  ho u seh o ld  one more tim e  in  o rd e r  
to  sec u re  th e  i n te r v ie w .  (T ry  a d i f f e r e n t  tim e o f day o r  c o n s id e r  
a  weekend i n t e r v i e w . )
I f  a f t e r  two t im e s ,  th e  " l a d y  o f  th e  h ouse"  i s  s t i l l  n o t  a v a i l a b l e ,  
th e n  s e l e c t  t h e  house which i s  n e x t  door and in  th e  d i r e c t i o n  you
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had been fo l lo w in g  as you p roceeded  e a r l i e r  down th e  s t r e e t .  For 
t h i s  s u b s t i t u t e  house , fo l lo w  th e  p ro ced u res  as g iven  below.
Case A. The ’’lady  o f  th e  house” i s  home: Conduct the
in te rv ie w  and c o n t in u e  your c u r r e n t  in te rv ie w in g  p a t t e r n  
u n t i l  you have com pleted a l l  th e  r e q u i r e d  in te r v ie w s .
Case B. The " la d y  o f  th e  house” r e f u s e s  to  g ra n t  an 
in te rv ie w :  Thank h e r  f o r  h e r  t im e  and p a ss  to  th e  n ex t
house. C on tinue  t h i s  u n t i l  an in te rv ie w  i s  g ra n te d .  How­
e v e r ,  be su re  you do no t a t tem p t to  sec u re  an in te rv ie w  
from a househo ld  which you have p re v io u s ly  c o n ta c te d .*
Case C. The " la d y  o f  th e  house” i s  n o t  home: Follow  the
same p ro ced u re  a s  d e sc r ib e d  above in  Case B.
What to  Say
The fo l lo w in g  i s  su g g es ted  t o  be s a id  upon f i r s t  m eeting  th e  " la d y  of 
th e  h o u s e .” A lso ,  a t  t h i s  tim e h o ld  th e  cover  l e t t e r  so th e  LSU l e t t e r ­
head can e a s i l y  be seen .
To: The Lady o f  th e  House
Hi, my name i s  . I  am
a s tu d e n t  a t  LSU. In  one o f  my c o u rse s  t h i s  sem ester  
we a re  c o n d u c t in g  a su rvey  on a d v e r t i s i n g  as  p a r t  o f  
a c l a s s  p r o j e c t .  Your home was randomly s e le c te d  to  
be in te rv ie w e d  as  p a r t  o f  our s tu d y .  Most o f  th e
q u e s t io n s  can be answered by m ere ly  p la c in g  a check in
th e  a p p r o p r ia t e  p la c e .
I s  t h e r e  some p la c e  where we can s i t  down to  do th e  study?
In  a d d i t i o n  to  th e  above, d u r in g  th e  in te rv ie w  th e r e  may be q u e s t io n s  
r e g a rd in g  th e  q u e s t i o n n a i r e .  In  r e sp o n d in g ,  t r y  r e p e a t in g  th e  i n s t r u c t i o n s  
a n d /o r  th e  q u e s t io n  t h a t  has  caused  th e  problem , b u t avo id  g iv in g  your 
i n t e r p r e t a t i o n  o r  v ie w p o in t .
At th e  end o f  th e  q u e s t i o n n a i r e ,  ask  th e  lady  i f  you cou ld  have her name 
and phone number. T e l l  h e r  t h a t  your te a c h e r  wants t h i s  so he can c a l l  
some o f  th e  peop le  w i th  whom you have t a lk e d  to  see  i f  you have r e a l l y  
in te rv ie w e d  them. A lso ,  t e l l  h e r  t h a t  t h i s  in fo rm a t io n  w i l l  be p laced  
on a s e p a r a te  p ie c e  o f  p ap er  so h e r  re sp o n se s  w i l l  rem ain anonymous.
* A lso , r e g a r d l e s s  o f  w he ther o r  n o t  an in te rv ie w  i s  g ra n te d ,  you should 
re c o rd  th e  ad d re ss  o f  each househo ld  you c o n t a c t .  T h is  w i l l  h e lp  p rev e n t  
your c o n ta c t in g  th e  same househo ld  tw ice  i f  i t  t u r n s  ou t t h a t  you must
make more than  one v i s i t  to  your a s s ig n e d  b lo ck  in  o rd e r  to  conduct a l l
th e  r e q u i r e d  in te r v ie w s .  P la c e  an ”X" b e s id e  th o se  a d d re sse s  you have 
in te rv ie w e d  so th e y  can be d i s t i n g u i s h e d  from your r e f u s a l s .
The b e s t  p la c e  to  r e c o rd  your names, a d d r e s s e s ,  and phone numbers would 
be on th e  back  o f  t h e s e  i n s t r u c t i o n s .
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I f ,  a t  any tim e  d u r in g  th e  i n te r v ie w ,  some member o f  th e  h o useho ld  becomes 
u p s e t  due to  your p r e s e n c e ,  do n o t  a n ta g o n iz e  t h a t  p e rso n ;  te rm in a te  th e  
i n te r v ie w .  T r e a t  t h i s  househo ld  as  a r e f u s a l  and fo l lo w  th e  p r e s c r i b e d  
p ro ce d u re  above f o r  r e f u s a l s .
What to  B ring I f  You Should  Have Any Q u es t io n s
1. Q u e s t io n n a i re s
2 .  I n s t r u c t i o n s
3 .  P e n c i l s
4 .  Watch
1. See me a t  s c h o o l .
2* C a l l  me a t  sch o o l -  388-8684.
3 .  C a l l  me a t  home -  769-2728.
When You F in i s h  A l l  In te rv ie w s
A f te r  a l l  your in te r v ie w s  a re  co m p le ted ,  p la c e  your name on th e  co v er  
l e t t e r  o f  each one . Then copy from th e  q u e s t i o n n a i r e  a l l  th e  in fo rm a t io n  
you need  fo r  making your r e p o r t .  R ecord  th e  in fo r m a t io n  s e p a r a t e l y ;  do 
n o t  combine th e  r e s p o n s e s  from th e  v a r io u s  q u e s t i o n n a i r e s .  In  a d d i t i o n  to  
making a copy o f  th e  re s p o n se s  you i n t e n d  to  use  i n  your r e p o r t ,  be su re  
you have a d e s c r i p t i o n  o f  th e  ads to  which th o se  r e sp o n se s  r e f e r  — 
in c lu d in g  type  o f  ad ,  type  o f  p ro d u c t ,  p ro d u c t  in fo rm a t io n  g iv e n ,  and brands 
which a re  m en tio n ed . There  a re  a  number o f  d i f f e r e n t  g roup ings  o f  a d s ,  
and r e s p o n se s  shou ld  v a ry  acco rd in g  t o  which ads  a re  v iew ed.
APPENDIX I I  
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ADVERTISING STUDY
Your c o o p e ra t io n  i s  a p p r e c ia t e d .  T h is  s tu d e n t -c o n d u c te d  
s tu d y  i s  n o t funded by th e  M arke ting  Department no r any o th e r  
s o u rc e ,  no r w i l l  t h e  r e s u l t s  be u sed  ex ce p t  f o r  e d u c a t io n a l  
p u rp o s e s .  The q u e s t io n n a i r e  i s  n o t  coded in  any way so your 
name can  be i d e n t i f i e d  w i th  your r e s p o n s e s .  Your p a r t i c i p a t i o n  
i s  to  be v o lu n ta r y  and you may w ithdraw  a t  any tim e i f  you d e s i r e .
The s tudy  in v o lv e s  t h r e e  p h a s e s .  Most o f  th e  q u e s t io n s  
can be answered in  a m a t te r  o f  seconds m ere ly  by p l a c i n g  a 
check  mark in  th e  a p p r o p r ia t e  p l a c e .  The i n s t r u c t i o n s  a t  the  
b e g in n in g  o f  each s e c t io n  w i l l  gu ide  your r e s p o n s e  to  q u e s t io n s  
in  t h a t  s e c t i o n .
I f  you shou ld  have any q u e s t io n s  d u r in g  th e  s tu d y ,  p le a s e  
ask  th e  r e p r e s e n t a t i v e  f o r  a s s i s t a n c e .  Thank you f o r  a g re e in g  
to  p a r t i c i p a t e  in  t h i s  a d v e r t i s i n g  s tu d y .
For in fo rm a t io n  o r  any. q u e s t io n  about t h i s  r e s e a r c h ,  p l e a s e  c a l l  
th e  Department o f  M ark e tin g .
C o r d i a l l y  y o u rs ,
Ronald K. S e l l a r s  
Ph.D. C andidate
RKS:jas
" U N IV E R S IT Y  W IT H  A F U T U R E "
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ADVERTISING STUDY
Phase I.. In  t h i s  p h a se , you a re  to  re sp o n d  to  two groups o f s ta te m e n ts .
F.or th e  fo llo w in g  s ta te m e n ts ,  how would you r a t e  y o u r s e l f  on a s c a le  o f  
1 to  7 , w here _1 r e p r e s e n ts  a s ta te m e n t w hich i s  n o t much l i k e  you and 1_ 
r e p r e s e n ts  a s ta te m e n t w hich i s  v e ry  much l ik e  you?
For Example: I f  you a re  somewhat i n t e r e s t e d  in  c lo th in g  f a s h io n s ,  th e n
you m igh t m ark th e  fo llo w in g  s ta te m e n t a s  shown below .
I  u s u a l ly  have one o r more 
o u t f i t s  o f  th e  l a t e s t  s t y l e .
Not much 
l i k e  me
Very much 
l i k e  me
P le a se  c o n s id e r  each  o f th e  fo llo w in g  s ta te m e n ts  and th en  p la c e  a check  
in  th e  space  w hich m ost a c c u r a te ly  i n d ic a te s  your r a t i n g  f o r  each  s t a t e ­
m ent.
Not much 
l ik e  me
Very much 
ik e  me
1. I  shop a l o t  f o r  " s p e c i a l s . " 1 2 3 4 5 6 7
2 . I  have more s e l f - c o n f id e n c e
th an  m ost p e o p le . 1 2 3 4 5 6 7
3 . My f r ie n d s  o f te n  come to  me
fo r  a d v ic e . 1 2 3 4 5 6 7
4 . I  u s u a l ly  w atch ads f o r  s a l e s . 1 2 3 4 5 6 7
5 . I  o f te n  seek  ad v ice  o f f r ie n d s
r e g a rd in g  w hich b ran d  to  buy. 1 2 3 4 5 6 7
6 . I  th in k  I  have a lo t  o f
p e rs o n a l a b i l i t y . 1 2 3 4 5 6 7
7 . I  som etim es in f lu e n c e  what -
m y .fr ie n d s  buy . 1__ _  2___ _ 3 . 4___ 5___ 6 7
8 . I  spend a l o t  o f  tim e t a lk in g
w ith  f r i e n d s  a b o u t•p ro d u c ts
and b ra n d s . 1 2 3 4 5 6 7
How do you r a t e  a d v e r t i s in g  in  g e n e ra l?  Your r a t i n g s  a re  to  be on a 
1 to  7 s c a le .
In  my o p in io n , a d v e r t i s in g  in  g e n e ra l  i s :
1 . n o t in fo rm a tiv e ___1___ 2___  3____ 4___  5___ 6____  7_____  v e ry  in fo rm a tiv e
2 . n o t u s e f u l  1___ 2___  3____ 4___  5;__  6____ 7_____  v e ry  u s e f u l
3 . n o t t r u s tw o r th y  1____  2 3  4____ 5___ 6____  7_____  v e ry  tru s tw o rth y
Please check to  see  i f  you have answ ered a l l  th e  q u e s tio n s  above, th e n  
n o t i f y  th e  r e p r e s e n ta t iv e  t h a t  you a re  f in i s h e d .
130
Phase I I . In  t h i s  ph ase , you a re  to  look a t  fo u r a d s . P le a se  look 
a t  them as i f  you were lo o k in g  a t  a newspaper o r  m agazine. You w i l l  
be g iven  up to  f iv e  m inutes to  look a t  a l l  o f th e  a d s . T h is should  
be enough tim e , b u t be su re  th a t  you do look a t  each  o f th e  fo u r a d s .
A f te r  fo u r m in u te s , the  r e p r e s e n ta t iv e  w i l l  i n s t r u c t  you th a t  o n ly  
one m inu te  rem ain s. I f  you do no t need th e  e n t i r e  tim e , you may r e tu r n  
th e  ads to  th e  r e p r e s e n ta t iv e  and move to  th e  n ex t s te p .  However, i f  
you have n o t looked a t  a l l  th e  ad s , use th e  e x tr a  tim e to  do so and then  
r e tu r n  th e  ads to  th e  r e p r e s e n ta t iv e .
P le a se  do n o t d is c u s s  th e  ads w ith  th e  r e p r e s e n ta t iv e  w h ile  you a re  
v iew ing  them.
T e l l  th e  r e p re s e n ta t iv e  when you a re  ready  to  beg in  view ing th e  ad s .
Then tu rn  th e  page.
Bayer Aspirin 
provides an important 
therapeutic action.
ALTHOUGH OTHER BRANDS DO RELIEVE PAIN, MANY DO LITTLE 
OR NOTHING FOR INFLAMMATION WHICH CAN BE A MAJOR CAUSE 
OF MOST PAIN. BUT BAYER NOT ONLY RELIEVES THE PAIN BUT 
HELPS REDUCE INFLAMMATION AS WELL. REDUCING INFLAMMA­
TION CAN BE IMPORTANT IN RELIEVING HEADACHES, BACKACHES, 
MINOR ARTHRITIC PAIN -  SO MANY PAINS THAT CAN BE PART OF 
DAILY LIVING.
HOSPITAL STUDY SHOWS 99 OUT OF 100 TIMES, PEOPLE GOT NO 
STOMACH UPSET WITH BAYER.
YOU WILL HAVE FEWER REPAIR BILLS 
WHEN YOU BUY A GE DISHWASHER
According to  an in dependen t  testing agency, no o th e r  brand o f  dishwashers 
can exceed General E lec tr ic ’s record for having fewer repairs. Not on ly  th a t ,  
tes t  results also show  th a t  a GE washer will get y o u r  glasses cleaner.
Here are some o f  the  test results from  tha t  independen t  agency.
WASHING PERFORMANCE ENERGY REPAIR
PLATES GLASSES USE RECORD*
General Electric Good G ood Fair ++
Whirlpool Good Fair G ood +
Sears Good Fair Fair
Westinghouse Fair Fair Poor ----
* Key: ++, Much above average; +, Above average; Av, Average; 
—, Below average; — , Much below average
It figures only GE could make a dishwasher which would last.
Progress for People. 
G E N E R A L ®  E L E C T R I C
13 3
Introducing. .  •
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And a taste worth changing to. 
Think about it.
Wain.sny, The S urgeon  G eneral Has D eterm ined 
Thai Cigarette Smoking is Dangerous to  Your Health. Regular: 5  m gs. " ta r" , 0 .4  m gs. eiectina 
av. per c igarette, FTC R epaft O ctober 1976.
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I I .  P le a se  answer th e  fo llo w in g  q u e s tio n s  re g a rd in g  th e  a s p i r i n  ad .
1* F o r th a t  ad , w hat was th e  nanie o f th e  s p o n s o r 's  brand? (The sponso r 
o f  an ad i s  th e  f irm  w hich makes th e  p ro d u c t and pays f o r  th e  a d .)
2 . What was th e  m ajor p o in t  made by th e  sponso r in  th a t  ad? (Answer t h i s  
q u e s tio n  even though you may n o t be a b le  to  r e c a l l  th e  s p o n s o r 's  b rand  
nam e.)
3 .  What were th e  o th e r  p o in ts  made in  th a t  ad?
4 . P le a s e  r a t e  t h a t  ad on th e  fo llo w in g  b a s e s . Your r a t in g s  w i l l  be on 1_ p o in t  s c a le s  s im i la r  to  ones used  in  p re v io u s  s e c t io n s .  P le a se  
c o n s id e r  each  o f  th e  fo llo w in g  s e p a r a te ly .
3 * n o t in fo rm a tiv e 1 _ _  2___ 3 4 5___ 6 7___ v e ry  in fo rm a tiv e
b . n o t b e l ie v a b le 1 2 3 4 5 6 7 v e ry  b e l ie v a b le
c . n o t i n t e r e s t i n g 1_ _ _  2 3_ 4 5 6__ 7 v e ry  i n t e r e s t i n g
d . n o t u s e f u l 1_ 2___ 3_ 4 5___ 6___ 7 v e ry  u s e f u l
e . v e ry  o f f e n s iv e 1 2 3 4 5 6 7 n o t o f f e n s iv e
B ased on w hat you remember about th a t  ad 3p how would you r a t e  th e  sponsor
and th e  s p o n s o r 's  b rand on the i  o llo w in g  base:s?
a . low q u a l i ty 1 2 3 4 5 6 7 h ig h  q u a l i ty
b . would n o t would c o n s id e r
c o n s id e r  buying 1 2 3 4 5 6 7 buying
c . n o t t ru s tw o r th y 1 2 3 4 5 6 7 v e ry  t ru s tw o r th y
6* I f  you were to  make a p u rch ase  in  t h i s  p ro d u c t c a te g o ry  to d a y , how l ik e ly
a re  you to  buy th a t  s p o n s o r 's  brand? (Answer th e  q u e s tio n  on th e  b a s is
o f  w hat you remember abou t th e  a d . )
would n o t buy 1 2__  3____ 4 5___  6____ 7 would buy
7 . F o r a s p i r in  in  g e n e r a l ,  how would you r a t e  your i n t e r e s t  le v e l  and
n e a rn e s s  to  making a p u rch ase  in  t h a t  p ro d u c t c a te g o ry ?
a .  n o t i n t e r e s t e d  1___  2___  3____ 4___ 5____ 6___ 7___  v e ry  i n t e r e s t e d
b . n o t n e a r to  mak- v e ry  n e a r  to
in g  a p u rch ase____1___ 2___  3____ 4___ 5___  6___  7___  m aking a p u rch ase
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8 . What i s  your p re fe re n c e  f o r  th e se  b ran d s in  th a t  p ro d u c t c a teg o ry ?
Not Very
P r e f e ra b le  P re fe ra b le
E xced rin  1____  2____ 3___  4___ 5____ 6___ 7___
T y len o l 1____ 2____ 3___  4___ 5____ 6___ 7___
Bayer 1____ 2____ 3___  4__  5____ 6___ 7___
S t .  Jo sep h  1____ 2____ 3___  4___ 5____ 6___ 7___
9 . C o n sid e rin g  a l l  th e  brands w ith in  t h i s  p ro d u c t c a te g o ry , how would 
you r a t e  th e  fo llo w in g  in  term s o f t h e i r  s a le s  p o s i t io n ?  P la c e  a 
check  in  th e  a p p ro p r ia te  b lan k  fo r  each  b ran d . (You may p la ce  more 
th an  one check in  any one colum n.)
to p  25% 2nd 257. 3 rd  25% bottom  25%
E xcedrin  ____  ____  ____  ____
T y len o l ____  ____  ____  ____
Bayer ____  ____  ____  ____
S t .  Jo sep h  ____  ____  ____  ____
10. Have you e v e r (o r  has a c lo se  f r ie n d  e v e r)  been v e ry  d isa p p o in te d  
w ith  an a s p i r i n 's  perform ance? Check one o f th e  fo llo w in g .
  No. I  have n ever (n o r has a c lo s e  f r ie n d  e v e r)  been
d isa p p o in te d  w ith  an a s p i r i n 's  perfo rm ance.
  Y es. 1 have (o r  a c lo s e  f r ie n d  h a s)  been v e ry  d is a p p o in te d
w ith  an a s p i r i n 's  p erfo rm ance.
11. Have you ev er (o r  has a c lo s e  f r ie n d  e v e r)  been v e ry  d isa p p o in te d  
w ith  one o f  th e  b rands named in  q u e s tio n  #9? Check one o f th e  
fo llo w in g .
_ _ _  No.- I  have nev er (n o r  has a c lo s e  f r ie n d  e v e r )  been v e ry
d isa p p o in te d  w ith  one o f  th e  above b ra n d s .
  Y es. I  have (o r  a c lo s e  f r ie n d  h a s)  been v e ry  d isa p p o in te d
w ith  one o f  th e  above b ra n d s .
Which one?
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I I .  P le a s e  answer th e  fo llo w in g  q u e s tio n s  re g a rd in g  th e  d ish w ash er ad .
1. F o r t h a t  ad , w hat was th e  name o f  th e  s p o n s o r 's  b ran d ?  (The sp o n so r 
o f  an ad i s  th e  f i rm  w hich makes th e  p ro d u c t and p ays f o r  th e  a d . )
2 . What was th e  m ajo r p o in t  made by th e  sp o n so r in  t h a t  ad? (Answer t h i s  
q u e s t io n  even though  you may n o t be a b le  to  r e c a l l  th e  s p o n s o r 's  b ran d  
name • )
3 . What w ere th e  o th e r  p o in ts  made in  t h a t  ad?
4 . P le a s e  r a t e  t h a t  ad on th e  fo llo w in g  b a s e s .  Your r a t in g s  w i l l  be on 7_ p o in t  s c a le s  s im i la r  to  ones u sed  in  p re v io u s  s e c t io n s .  P le a s e  
c o n s id e r  each o f  th e  fo llo w in g  s e p a r a te ly .
a . n o t  in fo rm a tiv e 1 2 3 4 5 6 7 v e ry  in fo rm a tiv e
b . n o t  b e l ie v a b le 1 2 3 4 5 6 7 v e ry  b e l ie v a b le
c . n o t  i n t e r e s t i n g 1 2 3 4 5 6 7 v e ry  i n t e r e s t i n g
d . n o t u s e fu l 1 2 3 4 5 6 7 v e ry  u s e f u l
e . v e ry  o f f e n s iv e 1 2 3 4 5 6 7 n o t o f f e n s iv e
B ased  on what you remember abou t t h a t  ad., how w ould you r a t e  th e  sponsor
and th e  s p o n s o r 's  b ran d on th e  fo llo w in g  b ases?
3> low q u a l i ty 1 2 3 4 5 6 7 h ig h  q u a l i ty
b . Would n o t would c o n s id e r
c o n s id e r  b u y ing 1 2 3 4 5 6 7 b u y ing
c . n o t  t ru s tw o r th y 1 2 3 4 5 6 7 v e ry  tru s tw o r th y
6. If you were to make a purchase in this product category today, how likely 
are you to buy that sponsor's brand? (Answer the question on the basis 
of what you remember about the ad.)
would not buy 1 2 3 4 5 6 7 would buy
7. For dishwashers in general, how would you rate your interest level and 
nearness to making a purchase in that product category?
a. not interested 1____ 2__  3  4 5___ 6___ 7___ very interested
b. not near to mak- very near to
ing a purchase 1____ 2__  3___ 4___  5__  6___ 7___ making a purchase
138
8 . What i s  your p re fe re n c e  f o r  th e s e  b ran d s in  t h a t  p ro d u c t c a te g o ry ?
Not Very
P r e f e r a b le  P r e f e r a b le
W h irlp o o l 1____ 2___  3___  4___  5____ 6___ 7___
S e a rs  1____ 2___  3___  4___  5____ 6___ 7___
G enera l E l e c t r i c  1____ 2___  3___  4__  5 ____ 6___ 7___
W estinghouse 1____ 2___  3 4___ 5____ 6___ 7___
9 , C o n s id e rin g  a l l  th e  b ran d s  w i th in  t h i s  p ro d u c t c a te g o ry , how would 
you r a t e  th e  fo llo w in g  in  te rm s o f  t h e i r  s a le s  p o s i t io n ?  P la c e  a 
check  in  th e  a p p ro p r ia te  b la n k  f o r  each  b ra n d . (You may p la c e  more 
th a n  one check  in  any one co lum n .)
to p  25% 2nd 25% 3 rd  25% b o ttom  25%
W hirlpoo l____________ ____  ____  ____  ____
S e a rs_____________________  ____  ____  ____
G en era l E l e c t r i c  ____  ____  ____  ____
W estinghouse________ ____  ____  ____
10. Have you e v e r  (o r  has a c lo s e  f r i e n d  e v e r)  been v e ry  d is a p p o in te d  
w ith  a  d is h w a s h e r 's  perfo rm ance?  Check one o f  th e  fo l lo w in g .
  No. I  have n ev er (n o r  has a c lo s e  f r i e n d  e v e r)  been
d is a p p o in te d  w ith  a d is h w a s h e r 's  p e rfo rm an ce .
  Y es. I  have (o r  a c lo s e  f r i e n d  h a s )  been  v e ry  d is a p p o in te d
w ith  a d is h w a s h e r 's  p e rfo rm an ce .
11 . Have you e v e r  (o r  h as  a c lo s e  f r i e n d  e v e r )  been v e ry  d is a p p o in te d  
w ith  one o f th e  b ran d s named in  q u e s tio n  #9? Check one o f  th e  
fo llo w in g .
  No* I  have n ev e r (n o r  h a s  a c lo s e  f r i e n d  e v e r)  been  v e ry
d is a p p o in te d  w ith  one o f  th e  above b ra n d s .
  Y es. I  have (o r  a c lo s e  f r i e n d  h a s)  been  v e ry  d is a p p o in te d
w ith  one o f  th e  above b ra n d s .
Which one?
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Phase I I I .  In  thife f i n a l  p h ase , you a re  to  r a t e  two summary-type s t a t e ­
m ents f o r  th e  two a d s . You w i l l  a lso  be asked  a number o f  q u e s tio n s  
co n ce rn in g  y o u r s e l f .
1 . How tru s tw o r th y  i s  th e  sponsor o f  th e  a s p i r in  ad?
n o t tru s tw o r th y  1___ 2___  3___  4___  5___  6___  7___  v e ry  tru s tw o r th y
2 . For th e  o th e r  p ro d u c t ad you have a ls o  r a t e d , would you c o n s id e r  buying  
th e  s p o n so r 's  b rand?
would n o t would c o n s id e r
c o n s id e r  buying 1__  2___ 3___  4___  5___  6___  7___  buying
3 .  How would you r a t e  y o u rs e lf  on jth ese  two s ta tem en ts?
Not much Very much
l ik e  me l ik e  me
a .  I  shop a 
l o t  fo r
" b a r g a in s ."  1__  2___ 3____  4___  5___  6___  7___
b . I  have more 
s e l f - c o n f i ­
dence th an  
m ost in d iv id ­
u a l s .  1 2 _  3_  4___  3___  6___  7___
P le a se  answer th e se  l a s t  few q u e s tio n s  w hich a re  a lso  about y o u r s e l f .
4 .  How o ld  a re  you? _____
5 . How many y ea rs  o f  ed u ca tio n  have you com pleted?
  0 -1 2 , bu t d id  n o t g rad u a te  from h ig h  schoo l
  h ig h  sch o o l g rad u a te
  some c o l le g e ,  o r p ro f e s s io n a l  sch o o l
  c o lle g e  g ra d u a te  (4 -y e a r  degree)
6 . Give th e  number o f  y e a rs  o f  e d u ca tio n  you have com pleted . ____
7 . M a r i ta l  s ta tu s :
—_ _  s in g le  
_ _ _  m arried  
_____ o th e r
8 . Your o ccu p a tio n : _ _ _ _ _ _ _ _ _ _ _ _ _
Your h u sb an d 's  o c cu p a tio n : _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _
9 . In  w hich ca te g o ry  does your annual fa m ily  income (b e fo re  ta x e s )  f a l l ?
_____ under $8,000
  $ 8 ,0 0 0 -$ l6 ,0 0 0
  $16,001-$24,000
  over $24,000
T h is  co n cludes th e  s tu d y . P le a se  check to  see  i f  you have answ ered a l l  th e  
q u e s tio n s  above. Thank you fo r  your c o o p e ra tio n .
APPENDIX I I I  
T es t Ads
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YOU WILL HAVE FEWER REPAIR BILLS 
WHEN YOU BUY A GE DISHWASHER
According to an independent testing agency, no other brand o f dishwashers 
can exceed General Electric’s record for having fewer repairs. Not only that, 
test results also show that a GE washer will get your glasses cleaner.
Here are some of the test results from that independent agency.
WASHING PERFO RM A N CE ENERGY REPAIR
PLATES GLASSES USE RECORD*
General Electric Good Good Fair ++
Whirlpool Good Fair Good +
Sears Good Fair Fair --
Westinghouse Fair Fair Poor ----
* Key: ++, Much above average; +, Above average; Av, Average; 
—, Below average; — , Much below average
It figures only GE could make a dishwasher which would last.
Progress for People. 
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WHEN YOU BUY A GE DISHWASHER
According to an independent testing agency, no other brand of dishwashers 
can exceed General Electric's record for having fewer repairs. Not only that, 
test results also show that a GE washer will get your glasses cleaner.
Here are some o f the test results from that independent agency.
W ASHING PERFOIRMANCE ENERGY REPAIR
PLATES <I LASSES USE RECORD*
General Electric Good Good Fair ++
Brand X Good Fair Good 4*
Brand Y Good Fair Fair ___
Brand Z Fair Fair Poor — —
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—, Below average; — , Much below average
It figures only GE could make a dishwasher which would last.
Progress for People.
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a little beauty by 
Clairol
Clairol has recently introduced a new generation lightweight electric hair 
styler. It is the styler of the future. Right Now.
This styler is the lightest and has the ie st drying ability of all electric hair 
stylers recently tested by an independent laboratory. To see how Clairol 
compares, see the table below, then see your nearest Clairol dealer.
W EIG H T D RYING NUMBER O F A M O U N TO F
(OUNCES! ABILITY SETTINGS NOISE
Clairol 9 Best 2 Average*
Northern 10 Good 1 Average
General Electric 12 Good 2 Average
Gillette 13 Fair 2 Very Little
* Slightly above average noise at the high setting
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THE LITTON MICROWAVE OVEN
OUT-FEATURES ITS COMPETITION
Recent research by an independent testing agency shows that Litton excells 
in features and in performance. Here is how Litton compares.
USEABLE
RELATIVE OVEN REDUCED MAXIMUM
HEATING VOLUME POWER TIM E
SPEED (CU. FT.) SETTING SETTIN G
Very
Litton Fast 1.2 Yes 60
Hotpoint Fast 1.3 Yes 35
Sears Medium 0.6 No 10
Tappan Fast 0.9 Yes 30
See your nearest Litton dealer for a free microwave cooking demonstration.
Litton... changing the wayAmericaGook$.
□  LITTON
THE LITTON MICROWAVE OVEN
OUT-FEATURES ITS COMPETITION
Recent research by an independent testing agency shows that Litton excells 
in features and in performance. Here is how Litton compares.
USEABLE
RELATIVE OVEN REDUCED MAXIMUM
HEATING VOLUME POWER TIME
SPEED (CU. FT.) SETTING SETTING
Very
Litton Fast 1.2 Yes 60
Brand X Fast 1.3 Yes 35
Brand Y Medium 0.6 No 10
Brand Z Fast 0.9 Yes 30
See your nearest Litton dealer for a free microwave cooking demonstration.
Litton... changing the way AmericaCooks.
m LITTON
APPENDIX IV
Survey S h ee t Used to  D eterm ine 
P ro d u c ts  to  In c lu d e  in  th e  S tudy
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P le a s e  I n d ic a te  how l i k e l y  i t  would be t h a t  you would r e a d  an a d v e r tise m e n t 
in  a m agazine o r  new spaper f o r  each  o f  th e  p ro d u c ts  below . To do t h i s ,  p la c e  
an "X” on one o f  th e  b roken  l i n e s  to  th e  r i g h t  o f  each  p ro d u c t named. Choose 
a p o s i t i o n  on th e  l in e  w hich  b e s t  r e p r e s e n ts  th e  chance  o f  your re a d in g  an 
ad  f o r  each  p ro d u c t .
Example: I f  you w ere v e ry  i n t e r e s t e d ,  b u t n o t e x tre m e ly  i n t e r e s t e d ,  in
35 m il l im e te r  cam era s , you would resp o n d  a s  fo llo w s :
Extremelv Extremely
Unlikely Likely
35 mm Camera X





C ig a r e t t e s
C lo th e s  Washer
T e le v is io n  S e t
A m erican-m ade, M id -s ize  Car
O range J u ic e
T o o th p as te
Mouthwash
D eodorant
M in i - c a lc u la to r
D e n ta l In su ra n c e
F lo o r  T i l e
M a ttre s s
A s p ir in
C o ffee  Maker
Vacuum C lean e r
M icrowave Oven
E l e c t r i c  H a ir S ty l e r
T rash  Com pactor
F ro zen  F r ie d  C hicken  D inner
Cooking O il
R a d ia l T i r e s
P o ck e t Camera
C lo th e s  D ryer
D ishw asher
S co u rin g  Powder
APPENDIX V 
Sam pling C r i t e r i a
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FACTORS USED IN SELECTING RESPONDENTS
C ensus
T ra c t
High 
Schoo1 













to  be 
Sampled
7 .01 6 4 .7 11,035 5 .0 4 .1 35
11 .02 8 0 .5 11,401 5 .7 3 .5 35
2 0 .0 0 8 3 .8 16,592 2 .8 4 .2 56
26 .0 2 8 7 .2 21,824 4 .5 4 .9 35
35 .03 74 .5 13,856 2 .4 2 .7 14
3 6 .0 1 8 1 .5 17,313 2 .6 2 .8 56
3 6 .0 2 94 .0 15,178 1 .8 1.3 56
3 7 .0 1 8 6 .0 18,657 1 .3 4 .3 98
3 7 .0 2 9 0 .7 17,282 3 .7 5 .6 49
37 .0 3 87 .0 17,600 1 .2 3 .7 63
3 8 .0 1 98 .6 30,879 0 .0 3 .9 28
3 8 .0 2 8 3 .4 13,613 3 .4 6 .7 7
3 9 .0 0 7 3 .7 13,448 3 .2 2 .6 28
B aton
Rouge 5 8 .0 10,907 14 .0 8 .9 560
N o te s : D ata  from : U. S. D epartm ent o f  Commerce, B ureau o f  th e  C ensus,
Census T r a c t s : B aton R ouge, L o u is ia n a ,  S ta n d a rd  M e tro p o li ta n
A rea (W ashington: U. S . Government P r in t in g  O f f i c e ,  1 9 7 2 ),
p p . 1 -4 , 8 -1 1 , 22 -25 .
The la rg e  sam ple s iz e  o f  560 was s e t  in  a n t i c ip a t i o n  o f  
s tu d e n t - in te r v ie w e r  r e s ig n a t i o n s ,  as  w e ll  as  o th e r  re a so n s  
w hich n o rm a lly  occur and r e q u i r e  c e r t a i n  q u e s t io n n a ir e s  n o t 
to  be in c lu d e d  in  a s tu d y .
APPENDIX VI 
Sample S ize  by P ro d u c t and Type
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SAMPLE SIZE BY PRODUCT AND TYPE
P roduct
Ad Type D ishw ashers H a ir  S ty le r s  Microwave Ovens T o ta l
Com parative 68 67 72 207
Non-Com parative 71 69 72 212
T o ta l 139 136 144 419
Tl
APPENDIX VII
A pproval by Committee on Humans 
and Animals a s  R esearch  S u b je c ts
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L o u is ia n a  S ta te  U n iv e r s i ty  
B aton  Rouge Campus
From: Com m ittee on Humans and A nim als as  R e se a rc h  S u b je c ts .
To : V ice  C h a n c e llo r  f o r  Advanced S tu d ie s  and R esearch  
D avid  Boyd H a ll
R onald K. S e l l e r s ,  S tu d e n t
RE: P ro p o sa l o f  M ark e tin g  D epartm ent  R eceived  March 18, 1977
P r i n c i p a l  I n v e s t i g a t o r
E n t i t l e d "C om parative  A d v e r t is in g 11
T h is  i s  t o  c e r t i f y  t h a t  a  quorum o f  th e  Com m ittee on Humans and A nim als 
as  R esearch  S u b je c ts  rev iew ed  th e  above p r o p o s a l .  The Com m ittee e v a lu a te d  th e  
p ro c e d u re s  o f  th e  p ro p o s a l w ith  a p p r o p r ia te  g u id e l in e s  e s t a b l i s h e d  f o r  a c t i ­
v i t i e s  su p p o rte d  by f e d e r a l  fu n d s in v o lv in g  a s  s u b je c ts  humans a n d /o r  a n im a ls .
Recommendation o f  Com m ittee
C omment s : Approved
A re v ie w  o f  t h i s  p ro p o s a l  by th e  Com m ittee w i l l  be a cco m p lish ed  a t  l e a s t  
on an  an n u a l b a s i s  and a t  more f r e q u e n t i n t e r v a l s  depend ing  on th e  e lem en t o f  
r i s k .
D ate  March 25 , 1977
Copy: R onald K. S e l l e r s ,  M ark e tin g  S tuden t* ''
L. R ich ard so n  
I .  A. B erg
C hairm an, Com m ittee on Use o f  
Humans and A nim als as  R esearch  
S u b je c ts
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